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pliance production indicate that 

most of the forecast for 1939 
business will have to be marked up- 
ward. Refrigerators showed the first 
increase over the corresponding month 
a year before that has taken place in 
thirteen months and moved 42.98 per 
cent above January 1938. Electric 
washers are up 53.26 per cent; gas 
washers up 31 per cent; ranges up 
51.75 per cent; and water heaters 
nearly double a year ago, up 98.86 per 
cent. 

Ironers did not show an increase. 
And are off 8.46 per cent from the 
1938 figure. Cleaners are also below 
1938—floor cleaners being off 21.16 
per cent and hand cleaners off 4.13 
per cent. [Detailed figures page 38] 

This total movement from manu- 
facturers to wholesalers for the major 
appliances above referred to shows 
the tremendous total of 403,965 units 
shipped in January 1939 as against 
332,370 shipped in 1938—a total in- 
crease of 21.54 per cent. 

This increase is not reflected in 
January retail sales. The report on 
sales by independent stores from the 
U. S. Department of Commerce shows 
a slight decrease in retail sales of 
appliances compared to January 1938. 
The Department of Commerce report, 
however, does not cover all sections 
of the country and can be regarded as 
a rough index only. However, reports 
from other sources do not show that 
retail sales were up in January to any- 
thing like the degree that wholesale 
shipments were. These January 
wholesale shipments should therefore 
be reflected in a marked increase in 
February and March retail appliance 
sales unless we are headed for an- 
other accumulation of inventory. 
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Dealers and Ranges 


HY should dealers sell electric 
ranges? 
The answer to that one is simple: 


MARCH. 


Because they can make money at it. 
In fact, the electric range over the 
next few years offers the biggest 
profit potential that dealers have had 
since the heyday of refrigeration. 

Market wise, ranges today are in 
about the same position that washers 
were back in 1921 and refrigerators 
were about 1927. A __ saturation 
enough to provide a body of satisfied 
users who, by word of mouth, are 
stimulating a general acceptance; and 
an unsold market in higher and me- 
dium income families that promise 
volume sale at good prices. 

Of equal importance to the dealer, 
electric ranges today offer a good 
dollar margin. Retail prices from 
$100 up with an average of $145. 
Present margins give a dollar return 
to the dealer sufficient for active out- 
side selling, specialty supervision and 
promotion and a net profit to boot. 

The market has no longer a fence 
around it. Dealers are now selling 
50 per cent or more of all electric 
ranges and this percentage shows a 
tendency to increase. This percent- 
age differs in different territories de- 
pending on whether the community is 
just getting range sales under way 
or where ranges have been sold long 
enough to be over the pioneer or shirt 
losing stage. The possibilities of very 
large sales in the near future are in- 
dicated by the sales reports printed 
on page 13. These reports show sales 
as high as 92.6 electric ranges per 
thousand customers on the lines of 
one company, and sales of over 20 
ranges per thousand customers to bet- 
ter than 60 ranges per thousand cus- 
tomers with a number of other com- 
panies. When sales for other sec- 
tions of the country build tp to these 
levels a million ranges a year will 
be the national accomplishment. 

With the promising state of range 
selling and its great future volume, it 
is just too bad that so many dealers 
are eager to give away their margin 
and leave nothing for themselves. 
These dealers are doing just what 
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they did with the refrigerator—mak- 
ing utterly unnecessary allowances on 
old junk taken in trade. On gas 
ranges chiefly. 


Profits Into Junk 


HERE is no sense to this, just as 

there is no sense to the allowances 
that were and are being given for old 
ice boxes. The public, of course, will 
take whatever it can get—the dealer’s 
shirt among other things. But there 
is no reason why the dealer should 
rush forward voluntarily to give away 
his profits. One of the reasons why 
the washing machine was such a prof- 
itable operation for the retail trade 
was that no dealer had the bright 
idea of offering $10, $15 or $25 for 
a washboard. There is no more neces- 
sity for paying for the old ice box 
or making an extravagant allowance 
for an old gas range than an allow- 
ance for an old washboard. The 
dealer that refuses to make these al- 
lowances will probably lose a few 
sales to his reckless competition. Sup- 
pose he does? He is likely to remain 
in business after some of his competi- 
tors are on the WPA. 

Associations and leagues have done 
some worth while work in combatting 
the ice box allowance evil. It hasn't 
been stamped out, but in some places 
has been held within bounds. 

Some of these associations are now 
making the same attempt to control 
the allowance practices on ranges. 
And some dealers are learning that it 
is better to do less business and make 
some money, than to move a lot of 
merchandise and go broke. Now is 
the time in which this allowance evil 
applied to ranges should be fought 
before it takes wide hold and before 
the public has been educated to de- 
mand such allowances. 
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MORE FAMILIES, FOR MORE YEARS, HAVE KEPT THEIR FOOD 
SAFE IN LEONARD THAN IN ANY OTHER REFRIGERATOR 


This statement is in itself an additional 
guaranty of quality and performance— 
the kind of a guaranty that refrigera- 
tion shoppers appreciate. It backs up 
the brilliant array of selling features 
which they can see for themselves—or 
which you can demonstrate—the stain- 


less steel Zero-Freezer, the “Ice-Popper” 
Trays, the Master Dial, the Vegetable 
Bin, the Meat File, the Show-Case Food 
File, the 3-Way Len-A-Latch, the Re- 
arranging Shelf and, of course, the 
economical, trouble-proof, quiet Glacier 


Sealed Unit. 


Leonard Travels in 


Good Company 


E. S. & E. Co., Inc. 
Altoona, Pa........... . Electric Appliance Distributors 


Amarillo, Tex. 
Atlanta,Ga....._. 
Binghamton, N. Y. 
Birmingham, Ala... . 


Boise, Idaho......... 
Boston, Mass........... 


Buffalo, N. Y..... 
Charleston, W. Va. 


Charlotte, N.C........... 


Chicago, III 
Cincinnati, Ohio 
Cleveland, Ohio. . 
Columbus, Ohio 


Dallas, Texas......... 
Dayton, Ohio.......... 


Decatur, Ill... .. 


Des Moines, lowa...... 
Detroit, Mich.......... 


Dodge City, Kans. 


Escanaba, Mich.............. 


Grand Rapids, Mich. 
Harrisburg, Pa. 
Indianapolis, Ind 
Kansas City, Mo... 


Knoxville, Tenn......... 
Los Angeles, Cal............ 
Louisville, Ky.......... ‘ 


Memphis, Tenn 
Miami, Florida 
Milwaukee, Wisc. 


Minneapolis, Minn.......... 
Montgomery, Ala....... .. 

Nashville, Tenn................... 
Newark, N.J.......... 


Newburgh, N. Y. 
New Haven, Conn 


New Orleans, La......... 
New York, N. Y...... 

Omaha, Nebr............ 
Paducah, Ky........... 


Phoenix, Ariz. 


Pittsburgh, Pa.......... 


Plattsburgh, N. Y 
Portland, Maine 


Portland, Ore......... 


Providence, R. I.. 
Richmond, Va. 
Rochester, N. Y 
Salt Lake City, Utah 
San Francisco, Cal. 
Scranton, Pa. 

South Bend, Ind. 


Toledo, Ohio 


Nunn Electric Co. 
Lamar-Rankin Co. 

.. Morris Distributing Co. 
._..Magic City Appliance Co. 
.. Bertram Motor Supply Co. 
J. H. Burke Co. 
Joseph Strauss Co. 

. Eskew, Smith & Cannon 
Page-Williamson, Inc. 

L. C. Wiswell Co. 

Schuster Electric Co. 

.Arnold Wholesale Corp. 
Appliance Distributing Co. 


_.....Peaslee-Gaulbert Corp. 


York Supply Co. 
Linn & Scruggs 
Hendrie & Bolthoff Co. 


caine A. A. Schneiderhahn Co. 
. .Buhl Sons Co. 


Mullin Furniture Co. 
......Delta Hardware Co. 


_.J. A. White Distributing Co. 


Knerr, Inc. 

United Distributing Co. 

_... Federal Distributing Co. 
....Maytag Appliance Co. 
Graybar Electric Co. 

.Stratton-Terstegge Co. 
Harry T. Wilson Co. 
Major Appliances, Inc. 
Taylor Electric Co. 

Enger Supply Co. 
Mathews Furniture Co. 
Nashville Chair Co. 


E. B. Latham Co. 
. Shapiro Sporting Goods Co. 


H. M. Tower Corp. 
Radio Specialty Corp. 
E. B. Latham Co. 


..Paramount Radio Shop, Inc. 
.... Gleaves & Son 


Cohen Furniture Co. 
Motor Parts Co. 
Graybar Electric Co. 


J. A. Williams Co. 


A. H. Marshall Co. 
Cressey & Allen 


... Electrical Distributing, Inc. 
.....Ballou, Johnson & Nichols Co. 


Graybar Electric Co. 
Kemp Equipment Co. 
United Electric Supply Co. 
Graybar Electric Co. 


Household Appliance Distributors 


Cloud Bros, 

.... Morris Distributing Co. 
Electric Range & Equip. Co. 
Adams Distributing Co. 
Otasco Supply Co. 
Southern Wholesalers, Inc. 


ay. | Fj < 
. 
a 
Williamson, W. Va................Persinger Supply Co. 
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What Are The 


PROBLEMS 


Selling Ranges? 


Holmes Electric, Boise, 
@ modern, up-to-date 
store with an active 
selling force in the 
field. Above, exterior 
and, at right, an in- 
terior view. 


The C. C. Anderson Company, Boise, has 
appliance department and does an active 
electric ranges in the city. 


EALERS now sell about fifty 
per cent of all the electric ranges 
sold in this country. With a growing 
acceptance of electric cookery on the 
part of the public as a result of wider 
use and better advertising, and with 
power companies on every hand with- 
drawing more and more from the mer- 
chandising picture, there is every evi- 
dence that even a larger proportion 
of range sales will in the future pass 
through dealer hands. 
What are the problems which deal- 
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an electric 
business in 


ers are going to have to face in taking 
over this business? Can they make 
money at it? 

Believing that the best answer to 
these questions can be found by ex- 
amining the experience of dealers who 
have been selling ranges over a period 
of some years, and who are doing a 
good job at the task, Electrical Mer- 
chandising set out to make a survey 
of range selling conditions in Idaho. 
The territory served by the Idaho 
Power Company at the close of 1938 


oF 


The new store of Hon Electric, Boise, recently moved 
to new quarters and is being remodelled in modern- 
istic style 


reported a range saturation of between 
52 and 53 per cent, one of the highest 
reported anywhere in the country. 
Last year in this territory 92.6 ranges 
were sold for every 1,000 domestic 
customers on the company’s lines—and 
dealers did 61 per cent of this selling 
job. The total number of ranges put 
on the lines was 4,475 of which deal- 
ers sold 2,727. Twenty-five per cent 
of the sales were replacements. With 
saturation above the fifty mark and 
with this large proportion of ~eplace- 
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Falk's Department store lease their basement to Sears, 
Roebuck for an electrical department and they do an 
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important share of the business 


ment sales, you can see that the elec- 
trical industry in this territory has 
already covered a lot of ground and 
is facing a number of problems and 
conditions which may come up else- 
where later on. 

First of all, it is important to know 
what Idaho is like. It is Rocky Moun- 
tain plateau country, supported by 
diversified group of industries—agri- 
culture, dairying, mining and lumber 
ranking highest. There is very little 
manufacturing of any sort. Popula- 
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A report on conditions in Idaho, 


where range saturation is 53 


of every ten ranges... 


per cent and dealers sell six out 


By Clotilde Grunsky 
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tion is scattered. The largest city, 
Boise, has a population of only about 
thirty thousand. Other communities 
which are printed in pretty large let- 
ters on the map, have 6,000, 3,000 
or 1,000 inhabitants. The Idaho 
Power Company describes it by saying 
that they serve an average of 12 cus- 
tomers for every mile of their line. 
If you stretched their distributing sys- 
tem out into one long service line it 
would reach from Boise to New York 
and then extend down as far south 
as Tampa, Florida. Along that line 
you are to imagine 50,000 domestic 
customers scattered. The state has 
no natural gas supply and the price 
of manufactured gas is high. In one 
or two instances in recent years, gas 
companies serving this territory have 
folded up and gone out of business, 
most of their customers switching to 
electric service. There is some 
“canned fuel” used, but not a great 
deal. In fact, electricity’s most severe 
competitor as a cooking fuel is coal, 
with wood also in the picture. As 
already mentioned, the district offers 
no great industrial load, so that the 
Natural avenue of growth for con- 
sumption of electricity is in the do- 
mestic field. The territory, in other 
words, was from the beginning a 


Oakley's, one of Boise’ 


largest independent also handles the Kelvi- 
dealers, occupies its nator line on a jobbing 
own building shown basis. Above is an ex- 
above. At left, a terior shot and at right 


portion of the interior. 


Walker Electric, Boise, 


two of the interior. 


“natural” for the electric range and 
there is no great mystery why it is 
now so far ahead of most of the coun- 
try in that line. 

The Idaho Power Company started 
selling electric ranges in 1912 with a 
few Simplex ranges. It was an ex- 
periment, and not altogether a success- 
ful one, but it worked well enough so 
that they decided to go ahead. By 
1928 or 1929 when the dealers first 
began to come into the picture, the 
company already had better than a 
30 per cent saturation of ranges. The 
question was asked “What must the 


saturation of electric ranges be before 
dealers can profitably enter the pic- 
ture?” but there was no answer to 
be gleaned from the Idaho experience. 
For there were other factors besides 
public acceptance which made the sell- 
ing of electric ranges a hazardous 
business in those early days. The 
equipment was still in the experi- 
mental stage and servicing costs were 
large. Moreover, the picture today is 
markedly changed by the effective 
national advertising now done. Even 
a woman who has never seen an elec- 
tric range in operation still has her 
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Idaho Power's Kitchen Coach, through its itinerant cooking schools held in rural 
districts, told the range story to 5,876 country prospects in ‘38. 
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mind somewhat prepared to accept 
the advantages of electric cooking be- 
cause of the articles on the subject 
which she has read in women’s maga- 
zines. 


Code of Ethics 


A few adventurous Idaho dealers 
started selling ranges as much as 
eighteen years ago, but they will tell 
you that their first experiences in- 
volved a large element of “grief.” It 
was 1928 or 1929 before dealers really 
began to do any important proportion 
of the range selling business. It was 
at this point that the power company 
took the first definite step to bring 
them in, by adopting a “Code of 
Ethics” which promised reasonable 
competitive conditions so that dealers 
might be able to meet prices, terms 
and trade-in practices of the company. 
In 1931 the utility placed appliances 
sold through dealer channels on their 
division manager’s quota, so that he 
was given credit in company contests 
for dealer achievements as well as 
those of the salesmen directly under 
him. In 1932-33 local cooperative in- 
dustry promotion groups were started, 
such as the Refrigeration Bureau and 
the Cookery Council. In 1934 the 

(Please turn to page 31) 
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STEIGER’S 


One of Springfield's leading department stores, the appliance 
department (center) is on the main floor. At left: 
“Pepper” Martin, star salesman who never fails to click off 


Henry 


Allowances 


Invade the RANGE 


ENEFITTING progres- 


sive promotional policies on the 
part of the power companies in 


their respective territories, both 
Springfield, Mass., and Hartford, 
Conn.—separated by only a few miles 


geographically—have enjoyed an ac- 
tive electric range business over the 
past ten both cities this 
has been primarily a dealer business 
insofar as sales to the customer were 
The purpose of this arti- 
cle, therefore, examine the 
range business at first hand from the 
standpoint of dealers whose selling ex- 
stretched 
number of 


years. In 


concerned 


Was to 


perience has over a con- 
years and to 


whom the range has become a stand- 


siderable 


ard piece of major equipment, enjoy- 
[ from that ob- 
refrigeration and 


ing a volume not far 


tained on electric 


equipment. 


To be sure, Springfield and Hartford 
went at this business of promoting 
electric range business in two separate 
and distinct Springfield, in 
common with Pittsfield and Greenfield 
as member companies of the Western 
Massachusetts Companies, adopted, as 
early as 1929, a policy of absorbing the 
costs on range wiring installations—a 
policy which is still in effect and which 
has done much to stimulate range sales 
in the territory as well as to serve 
as a guide for utility companies in 
other sections of the country. They 
were also one of the first companies to 
retire voluntarily from the merchan- 
dising of appliances and adopt a policy 
promoting sales through 
dealer channels. Suffice to say that 
in Springfield proper ranges have sold 
at the rate of close to 1,000 a year 
serving about 60,000 


ways. 


of actively 


in a_ territory 


domestic customers and that today 
saturation is sufficiently high so that 
Springfield housewives are as con- 
versant with the benefits of electric 
cookery as they are with any other 
types of cooking fuel. 

Hartford, in 1933, tried the unusual 
experiment of the “Trial Electric 
Range” plan, fully reported in these 
pages, which was an endeavor to bring 
to the attention of Hartford women 
the merits of electric cookery in a 
painlessly cheap way. At different 
times anywhere from 6,000 to 10,000 
electric ranges were installed by the 
Hartford Electric Light Company, on 
a rental basis, to introduce electric 
cookery and stimulate the sale of 
higher-priced, larger ranges handled 
by the dealers. These trial ranges 


were not for sale—they merely intro- 
After a four-year 


duced the idea. 


less than $1,000 a month volume and right: Roy C. Noone 
manager of the department, who wars against excessive trade-iy 
allowances which rob the salesman of adequate compensation. 


trial period, they were withdrawn an( 


disposed of. Today, Hartford enjoy: 


a range saturation of close to 20 per 


cent and the march toward complet 
electrification proceeds, through the 
hands of the dealers, at a normal pace 


The Dealer's Viewpoint 


To summarize first, from talks with 


many of the dealers in the two cities 


Range business is not concentrate! 


in the hands of one or two big out 
lets. 
ali share in the business—a situatio: 
similar in many respects to that 0 
taining in refrigeration. The same 
true of Hartford. 


petition. 


6. FOX & Co Partial view of the electric range department of G. Fox & 
Co., Hartford's leading department store . . . a new wing 
of the G. Fox company building will provide room for ex- 
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pansion of the major appliance department, according to 


J. L. Cashman, manager. 


Major appliances are massed in 


units in this department which facilitates concentration. 
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In Springfield, some 30 dealers 


h- 


And where ther 
is active participation in the business 
from a number of outlets there is com- 
Attempts have been made 
from time to time to bring the dealers 


7 


a 
mw i 
hasi: 
stov 
the 
lIsc 
ib 
\ 
sely 
say 
pliz 
Lor 
4 
E 


When trade-in give- 


aways get out of hand, as they 
did in refrigeration, profits go 


out the window, say these deal- 


ers who have had experience 


Sold 295 ranges in Springfield last year out of 949 sold. Customer dissatisfaction with 
gas company policy and rates helps sell electric cooking, says J. F. McNamara, right, of 
the Angers Company. At left: a corner of the store. 
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made 
the dealers 


By Laurence Wray 


USINESS 


tgether in some form of cooperative 


greement on policies, prices and al- 
To date, these have met 
miserable failure so that, as in 

the earlier days of refrigeration, there 
a sharp angling for sales on the 
basis of allowances for traded-in gas 
stoves; a good deal of order-taking on 
the part of distributors on a “courtesy 


wances, 


iscount” basis and a general agree- 
ent that something has got to be done 
ibout the problem of compensating 
salesmen if sufficient volume is to be 
iintained., 

Well, let the dealers talk for them- 
selves : 

“Sure, we like the range business,” 
says Roy C. Nooney, manager of ap- 


lance sales for Albert Steiger & 


Company, one of Springfield’s leading 
“We have a swell 
selling 


lepartment stores. 


set-up for range here in 


CARLYLE HARDWARE 


J. L. ROCH 


Springfield. The power company 
(United Electric Light Company) in- 
stalls the range free of charge, serv- 
ices it as long as it remains on the 
lines and maintains ten home service 
women to teach the housewife how 
to use it. 

“Last year wasn’t so hot from a 
sales standpoint what with the flood 
and depressed business conditions but 
we sold about 100 ranges (Frigidaire 
and Universal). That’s not as good 
a job as we have done. Back in ‘32 
and °33 were’nt exactly prosperity 
years but we sold about 200 ranges 
each year. From all indications 1939 
should be good—January sales are 


No ordinary hardware store, Carlyle operate 12 neighborhood stores 
in Springfield, maintain big specialty appliance department shown 
at the left and right... George Clark, center, heads up the major 
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Hartford's “trial range” plan made housewives electric cooking conscious, says Lester 


Hopkins, left, sales manager of J. L. Roche Appliance Co. 


At right: an impressive 


array of electric ranges in the company's new store. 


materially ahead of a ago.” 

“Is the range business profitable?” 
we asked. 

“Well, there’s profit enough in the 
range business,” he replied, “if we 
could iron out some of the difficulties 
in the retail picture. There’s no rea- 
son why ranges shouldn't be profitable. 
We are faced with the same situation 
on trade-in allowances, for instance, as 
we were when the electric refrigerator 
began replacing the old ice-box. Every 
electric range sold, with a few excep- 
tions, replaces a gas range or some 
other competitive fuel. These traded- 
in gas ranges have no real value. And 

(Continued on page 82) 


year 


O. P. Kilbourne, president of 
Orkil Electric, Hartford, says 
floods hurt range business but 
that 1939 will be a good year. 


appliance division of Carlyle Hardware, deplores inability of deal- 
ers'to get together and come to agreement on excessive trade-in 
allowances which are robbing range business of legitimate profits. 
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Minnesota Dealers Chalk Up 2,968 


“NIRST law of Nature is the fact 
that we must crawl before we 
can walk. In every household 

there is watching and waiting for the 
day when Junior will let go of daddy’s 
finger and toddle alone. 

For four years the Northern States 
Power Company has nursed the deal- 
ers of Minneapolis and surrounding 
towns in an effort to promote the dis- 
tribution of electric ranges and water 
heaters. The fifth year, 1938, the 
utility cut off the subsidies and lend- 
a-hand activities of the previous four. 
And lo! dealers their own 
feet, sold approximately $474,400 
worth of ranges—2,965 to be exact and 
1,645 water heaters. 

That’s a juicy bit of business in 
any language. It indicates that the 
range has won so much acceptance in 
Minneapolis and Minnesota that from 
now on it is a profitable appliance to 
a dealer, standing on its own legs, 
without help, and desirable 
without propaganda. 

Hark back with Theodore L. Losby, 
manager of dealer cooperation for the 
Northern States Power Company, and 
in the beginning you will see that the 
utility gave the dealer and the cus- 
tomer nearly everything except the 
shirt off of Vice President H. E. 
Young’s back. 


stood on 


selling 


ink 


per 


Range Sales without 


By Tom Blackburn 


Here is 


A bonus of one free range for 


every five sold, amounting 
to per sale, approximately. 
He got a trade-in allowance 


The customer received: 
Free wiring worth.......... 
Free service for 

amounting to ............ 
Home service worth........ 


one year 


Total 


The five-in-one bonus was 


what the dealer received: 


$47.50 


$70.00 
used to 


permit dealers to buy ranges on a 
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discount basis which would permit 
them to enjoy the same spread of 
profit as the utility did in its range 
selling activities. The utility insisted 
that dealers carry a_ representative 
stock, own and operate ranges in 
their own homes and do the things 
necessary to sell this new appliance. 
There could be no mere “me 
cooperation. 

With a setup like that from the 
utility, any Minneapolis dealer could 
have sold fur-lined bathtubs or red- 
hot false teeth to his clientele. 


too” 


Dealers Get Their Stride 


S a result of the Northern States 
Power generosity, plus improv- 
ing times, Minneapolis and the sur- 
rounding small towns had a boom in 
1935. Utility sales actually soared in 
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States Power Company Subsidies 


1939—ELECTRICAL MERCHANDISING 


hich Pp 
wal f 
ywer 
this 
aler. 

stribut 
ipping 
aler a 


uth 
alers 
by 
en. 

bat it 
Nort 
he rar 
ces V 
ha 
us a 
ing Ji 
ame 4 
Natt 


the month of April to 745 units and 
dealers catching on hit their peak in 
November with 196 ranges. The 
truth was, declares Ted Losby, it was 
impossible even for the distributors to 


carry sufficient stock in that year. By & Jay | 
1937 even a department store started Bhen | 
selling electric ranges and that year Ri) ec 
the sale of electric ranges which had fhpy’ye 
been exceeded 50 to 1 by gas jobs at Betting 
the start—passed gas ranges in num- § Und 
bers sold. Distributors forgot the fad te 


days when they were buying in less 
than carload lots and dealers re- 
joined in the utility arrangement 


ourse 
p to 
Powe! 
b. 

ade 
ith 
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ales 
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(ABOVE) —Showing the Vel 
Thorsen method of visualizing the 
wide selection of heats. 


(FAR LEFT)—A prospect tries 

out Val Thorsen's two-finger test 

—to learn how fast a modern 
range heats. 


(LEFT)—Something that flame 

type cooks don't believe—food 

won't boil dry on an electric 
range. 


“Sixt 
tion 
re. 
The | 
iy 
| 
ont 
$12.50 | 
$40.00 
5.00 ] 
A grand total per range sold a | 2 
bnd 
« pen 
ay 
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hich permitted them to sell on an 
yal footing with Northern States 
wer range salesmen. 

Promotional advertising cost dur- 
~ this period was split with the 
ier. As a matter of fact, with the 
sributor and the manufacturer 
ipping in on the dealer’s half, the 
aler actually laid out money for only 
sixth of his advertising and pro- 
tion that went out over his signa- 
re. 

The program was shut down from 
ly 1937 to September 1937. The 
wth was during the month of July 
ers sold 880 ranges against 550 
id by the Northern States Power 
en. The proposition was so good 
hat it was a runaway. 

Northern States Power decided that 
he range and water heater as appli- 
nces were at last introduced and deal- 
s had experience in selling them, 
us a taste of the profits. So, begin- 
ing January 1936 the bonus days be- 
pme a thing of the past. 

Naturally, when you ask a customer 
) lay down $167 for an electric range 
then he can buy a gas range which 
ill cook his victuals for around $80, 
u've got to show him what he is 
etting for his money. 

Under the 1938 setup the customer 
ad to pay $20 for the wiring. Of 
purse, the range price was marked 
p to include this. Northern States 
Power paid the balance of the wiring 
b. EFHA financing facilities were 
ade available to range purchasers 
ith about half of the dealers using 


bsidies 


units and 
eir peak in 
nges. The 
sby, it was 
tributors to 
t year. By 
fore started 
1 that year 
which had 
gas jobs at 
es in num- 
forgot the 
‘ing in less 
lealers re- 
rrangement 


With the prop out under the range 
nd water heater proposition naturally 
ales took a nose-dive. Dealers floun- 
ered, began selling gas ranges. Nev- 
ttheless, Northern States Power 
ompany stuck by its guns because, 
s Ted Losby pointed out, it was felt 
hat : 

1. Electric ranges and water heat- 
ts had been displayed and acceptance 
built up. 

2. The necessity story had been put 
ver during the preceding years. 

3. What was needed was sales pep 
and activity stimulation. 


“We realized that the primary 
hing was to keep the salesmen 
winted toward range and _ water 
eater business,” he relates. “We 


realize that the price situation cor- 
rected itself. We knew that the pub- 
fic expected free wiring but this did 
ot entirely block progress. We knew 
that customers could see ranges on 
display at 150 stores in our territory. 


pe So we turned to contests.” 

n the Val 

td the Contests the Answer 
f heats. 


\NGE and water heater salesmen 

found in their mail boxes one 
bright day a proposition. For seven 
sales in 27 days they could be guests 


spect tries 
>-finger test 


. @ modem Hof the Northern States Power Com- 
pany on a 3-day fishing trip, all ex- 
thet fone [%™ES Paid. It was not long before 
Renteel the 65 range dealers in Minneapolis 
an electric Tesponding to the postcard a 

lay. “Punchy” Hagen replied that 

he expected to make enough range 

sales to entitle him to bring his 
IDISING 


Ted Losby, who proved that man-power, 


not subsidies, formed the heart of 
range selling. 
stenographer along. He sold six 


ranges in one day. 

To cut the story short, about 25 
dealers and salesmen from Minne- 
apolis were guests of the utility at 


Danny Dunn of Bleecher-Cummins flashes 

his personal electric bill in a restaurant 

—one of the Northern States Power 
precepts. 


Lake Osakis the day after the fishing 
season opened. The cost of the holi- 
day was $1.11 per unit sold. 

“We saw that a contest opened the 
way to keep up salesman morale un- 


der the new regime,” Ted Losby de- 
clared. “So next took place the Battle 
of the Stars, June 27 to July 30. Each 
dealer and salesman had to register 
and send in $1 to the North Central 
Associated Electric Industries, Inc. to 
enter. 

“Please note that the dollar per 
salesman collected was not used to 
pay for the trip,” Ted Losby com- 
ments. “That dough went as prizes 
to the winning softball team, sides 
for which were selected as soon as 
the men reached camp.” 

This was the contest idea: A water 
heater sale to a customer not using 
electric range gave each salesman 
two bases. A water heater sale to a 
customer using an electric range gave 
a salesman three bases. A combina- 
tion water heater and electric range 
sale was good for four bases and a 
range sale when no wiring was nec- 
essary and where the customer had 
not used electricity for cooking was 
good for five bases. A man had to 
make 20 bases to become a star. The 
prize was a 60-hour festival. 

Some 74 salesmen enrolled and 
emough manufacturers and distribu- 
tofs came into the picture to make 


(Continued on page 91) 
i 


1934 1935 1936 1937 1938 
(9 mo.) 
RANGE SALES 
—— Northern States Power Co. 
—— Dealers in Territory 
| 
This chart shows how Minneapolis dealers ran away with the range business. 
WHAT IT COST NORTHERN STATES POWER TO GET THIS LOAD ON LINES* 
Expense per Unit Sold 
1934 1935 1936 1937 1938 
(9 mo.) A 
$75 
The year dealer 
subsidies were 
cut of F 
| | | 
; * This chart shows net costs of capitalized wiring for both ranges and water hosters — 
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State 


Estimated 
Domestic Gas 
Customers 
(Jan. 1, 1939) 


Urban & Non- 


Farm Electric 
Customers 


(Jan. |, 1939) 


Farm Electric 
Customers 
(Jan. 1, 1939) 


Total 
Electric 
Customers 
(Jan. 1, 1939) 


Domestic Electric 
Customers without 


Gas Service 
(Jan. 1, 1939) 


NEW ENGLAND 


Maine 


New Hampshire 


Vermont 


Massechusetts . 
Rhode Island 
Connecticut 


MIDDLE ATLANTIC 


New York 
New Jersey . 


Pennsylvania 


Tota 
EAST NORTH CENTRAL 


Ohio 
Indiana 
Illinois 


Wisconsin 


WEST NORTH CENTRAL 


Minnesota 


lowa 
Missouri 


Total 


Kansas 


SOUTH ATLANTIC 


Delaware 
Maryland — Dist. of Columbia 


Virginia 


West Virginia 
North Carolina 
South Carolina 


Georgia 
Florida . 


Tota 
EAST SOUTH CENTRAL 


Kentucky 


Tennessee 
Alabama 
Mississippi 


Total 


WEST SOUTH CENTRAL 


Arkansas 


MOUNTAIN 


Idaho 


PACIFIC 


Oregon 
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35,244 165,900 
31,355 110,300 
17,507 64,800 
788,757 1,077,300 
118,141 165,700 
282,216 403,500 
1,273,220 1,987,500 
2,925,944 3,195,800 
885,237 1,021,500 
1,490,435 1,914,500 
5,301,616 6,131,800 
| 233,482 1,396,800 
358,318 604,100 
1,308,539 1,661,000 
715,165 1,021,700 
343,406 558,100 
3,958,910 5,241,700 
150,415 424,300 
187,847 400,400 
390,083 583,400 
17,564 58,000 
23,096 74,100 
116,563 194,400 
211,542 292,800 
1,197,110 2,027,400 
33,113 44,600 
390,388 459,100 
119,547 270,200 
181,765 196,500 
44,900 295,200 
24,826 105,800 
100,10! 209,800 
99,055 245,500 
993,695 1,826,700 
171,632 248,600 
76,283 242,000 
70,580 175,900 
43,587 92,100 
362,082 758,200 
72,387 108,600 
171,223 204,800 
252,638 239,300 
610,464 677,900 
1,106,712 1,230,600 
38,560 80,200 
3,574 70,400 
21,757 32,200 
98,476 186,700 
17,973 34,500 
27,201 72,000 
25,139 93,100 
2,775 18,600 
235,455 587,700 
69,450 371,300 
85,132 206,900 
1,531,618 1,640,200 
1,686,200 2,218,400 
16,115,000 22,010,000 


19,000 


184,100 148,856 
120,300 88,945 
74,600 57,093 
1,098,700 309,943 
169,700 51,559 
424,500 142,284 
2,071,900 798,680 
3,286,300 360,356 
1,042,700 157,463 
2,009,000 518,565 
6,338,000 1,036,384 
1,502,100 268,618 
671,300 312,982 
1,719,800 411,261 
1,125,100 409,935 
624,800 281,394 
5,643,100 1,684,190 
446,600 196,185 
445,800 257,953 
612,600 222,517 
61,300 43,736 
77,700 54,604 
209,800 93,237 
311,800 100,258 
2,165,600 968,490 
47,600 14,487 
476,700 86,312 
296,600 177,053 
211,100 29,335 
332,300 287,400 
124,800 99,974 
237,300 137,199 
255,500 156,445 
1,981,900 988,205 
265,500 93,868 
269,400 193,117 
203,300 132,720 
99,600 56,013 
837,800 475,718 
117,600 45,213 
213,200 41,977 
254,700 2,062 
712,100 101,636 
1,297,600 190,888 
85,200 46,640 
92,800 89,226 
34,500 12,743 
198,900 100,424 
36,800 18,827 
79,200 51,999 
112,200 87,061 
19,900 17,125 
659,500 424,045 
423,600 354,150 
240,800 155,668 
1,760,200 228,582 
2,424,600 738,400 
23,420,000 7,305,000 


7,305,000 domestic elec. 
tric customers are not 
on gas lines. Competi. 
tion is with coal, wood, 


oil and gasoline. 


LECTRICAL men are inclined 
to regard gas as the competi- 
tion against which all of our 


range selling is directed. And over. 
look a big market where no gas sery 
ice exists. 

It is true that in the urban center; 
where the largest markets are co: 
centrated, gas companies provide th 
competition, but nearly one-third 
the total electrical customers provid 
a market with no gas competitio 
whatever. This fact is commonly ove: 
looked, and yet its importance is show 
by the table appearing to the left 
This table shows by states the exces 
of domestic electric customers ove: 
gas customers, and the immense mar 
kets for electric ranges where comp: 
tition is not with the gas range, but 
with coal, wood, kerosene, distillat 
and gasoline. 


COOKING STOVES AND RANGES 
1938 Sales 
Electric 275,000 
Gas 1,013,000 
Coal and Wood 489,000 
Kerosene 763,000 
Distillate 62,000 
Gasoline 68,000 


This market is the happy hunting 
ground for manufacturers and dealers 
selling these types of cooking stoves 
and ranges that are neither gas or 
electric. The total of such stoves sold 
in the year 1938 amounted to 1,382,((0) 
units. 

It is instructive to study this table 
For instance, the mountain state of 
Idaho has only 3,574 domestic gas 
customers as against 92,800 electric 
customers. Looking over on the op- 
posite page at a table of electric range 
sales by typical companies throughout 
the country, we find that the highest 
percentage of sales per thousand elec- 
tric customers occurs in this very same 
state of Idaho. 

On the other hand, the state of 
Oklahoma has such a high saturation 
of gas customers that there are only 
2,062 domestic customers in the state 
that are not served by gas. The table 
to the right again showing electric 
range sales, we find a total of only 
129 electric ranges sold on the lines 
of the Oklahoma Gas and Electric 
Company. These are two extreme ex- 
amples. However, we note such facts 
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| 
10,000 
9,800 
Total 84,000 | 
21,200 
94,500 
— | 
67,200 
58,800 
103,400 
66,700 
401,400 
j 29,200 
1 3,300 
3,600 
15,400 
Total 138,209 
3,000 
17,600 
19,000 
27,500 
10,000 
| | 
16,900 
27,800 
— 79,600 | 
9,000 | 
8,400 
15,40¢ 
34,200 | 
Total 67,000 
5,000 
22,400 
2,300 
; 12,200 
2,300 
7,200 
19,100 
1,300 
’ Total 71,800 
52,300 
33,900 ta 
120,000 Si 
Total 206,200 
. 1,410,000 
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WDISING 


Sales as high as 92.6 
electric ranges per 1000 
customers reported 
where acceptance has 


heen attained. 


as the state of Iowa, which is not out- 
standing in electric range sales, has 
only 187,000 gas customers against 
445,000 electric customers. It is also 
worth noting that California, an out- 
standing territory for electric ranges, 
has only a small excess of electric cus- 
tomers over gas customers. In an in- 
creasingly important electric range 
market, the South Atlantic States, 
there are nearly twice as many elec- 
tric as gas customers. 


our main competi- 
p tion has been and is gas. The 
growth in proportion of electric to 
gas range sales is notable and will 
continue to increase; (see small table). 
The electric range is on its way toward 
an ever wider public acceptance, the 
more we sell the easier it gets. 

The table on the right shows some 
interesting data relating to electric 
range sales. The relation of dealer 
sales to the total sold is an index of 
the degree to which this is becoming 
a dealer’s business. The unit sales per 
thousand domestic customers on the 
lines is a striking index of accomplish- 
ment and so is the per cent of satura- 
tion. The territories reported here 
may be taken as typical, in that they 
show a wide variation between com- 
panies which are selling only a few 
ranges per thousand customers up to 
those companies selling between five 
and ten per cent of their total domestic 
customers per year. 


ELECTRIC GAS 

RANGE RANGE 
YEAR SALES SALES 
1938 275,000 Over 1,000,000 
1937 405,000 1,450,000 
1936 318,000 1,464,000 
1935 215,000 1,100,000 
1934 123,000 850,000 
1933 50,000 720,000 
1932 60,000 600,000 
1931 115,000 960,000 
1930 180,000 1,400,000 
1929 152,781 1,600,000 


Even casual examination of the 
table will disclose the relation between 
saturation and yearly sales. High sat- 
uration means acceptance in the com- 
munity, demand rises and high yearly 
sales and growing replacements result. 


pical Territories 


No. of Power % Unit Sales % % 
Domestic Co. Dealer Total Sold by per1,000 Replace- Satur- 
Company Customers Sales Sales Sales Dealers Customers ments ation 
NEW ENGLAND 
Central Maine Pwr.Co......... 70,276 1,138 210 1,348 15.58% 19.18 
Twin State Gas & El. Co. . 28,448 156 116 272 42.65 9.56 
Pub. Ser. of New Hamp. . 57,393 638 481 1,119 42.98 18.84 
Total 126,117 1,932 807 2,739 70.54 17.54 
MIDDLE ATLANTIC 
Cent. Hudson G. & E. Corp... TT 690 690 100.00 11.69 cake’ 
576,460 700 6,307 7,007 90.00 12.16 7.0% 
Metropolitan Edison Co 101,300 115 1,385 1,500 92.33 14.81 1.0 9.0 
Tetal 736,800 815 8,382 9,197 91.14 12.48 
EAST NORTH CENTRAL 
Elec'l. League of Cleveland .... 300,000 2,201 2,201 100.00 7.34 
WEST NORTH CENTRAL 
Northern States Power Co. . 323,615 3,000 3,000 6,000 5.000 18.54 
Kansas City Pwr. & Light Co... 125,000 300 1,700 2,000 85.00 16.00 Sues eae 
Union El. Co., St. Louis... .. . 302,745 1,417 3,066 4,483 68.39 14.81 2.7 6.0 
Northwestern Pub. Serv. Co. 25,367 258 130 388 33.50 15.30 
Nebraska PowerCo........... _ 74,958 125 250 375 66.67 5.00 3.0 
Tetal 851,685 5,100 8,146 13,246 61.50 15.55 
SOUTH ATLANTIC 
Potomac Elec. Pwr., D. C ee 2,439 2,439 100.00 14.84 7.0 10.0 
Georgia Power Co... 165,877 3,000 1,500 4,500 33.33 27.13 22.0 15.0 
Total 330,241 3,c00 3,939 6,939 56.77 21.01 
EAST SOUTH CENTRAL 
LouisvilleG.&E.Co......... 82,434 716 39 115 33.91 1.39 ror ae 
Tenn. Elec. PowerCo .... 123,100 873 1,527 2,400 63.62 19.50 10.0 27.0 
Memphis Power & Light Co 48,433 18 68 86 79.07 1.78 - 
Alabama Power Co........... 118,000 1,550 2,100 3,650 57.53 30.93 15.0 24.0 
Birmingham Elec.Co... 60,471 410 390 800 48.75 13.23 
Tctal 432,438 2,927 4,124 7,051 58.49 16.31 
WEST SOUTH CENTRAL 
Oklahoma Gas & Elec.Co..... 119,823  ...... 129 129 100.00 1.08 
El Paso Electric Co............ 21,250 410 72 482 14.94 2.27 3.1 18.0 
Houston Lighting & Power Co.. 107,075 40 50 90 55.56 84 
Tctal 248,148 450 251 701 35.81 2.82 
MOUNTAIN 
Montana Power Co............ 69,483 450 625 1,075 58.14 15.47 5.0 20.0 
se 48,326 1,748 2,727 4,415 60.94 92.60 25.0 52.0 
Southern Colorado Power Co... 23,595 290 78 368 21.20 15.60 20.0 
Central Arizona Lt. & Pwr.Co.. 23,516 30 227 257 88.33 10.93 10.0 
Tucson Gas & Elec. Co........ 13,156 0 150 150 100.00 11.40 5.0 5.0 
Utah Power & LightCo........ 100,637 1,146 1,843 2,989 61.66 29.70 30.0 35.0 
Sierra Pacific Power Co........ 11,350 0 700 700 100.00 61.67 14.0 52.0 
Total 290,063 3,664 6,350 10,014 63.41 34.52 
PACIFIC 
81,300 2,600 250 2,850 8.77 35.06 23.0 40.0 
Puget Sound Power & Light Co. 168,400 2,927 9,819 12,746 77.04 75.69 33.0 26.0 
Washington Water Power Co... 66,909 760 1,512 2,272 66.55 33.96 33.0 33.0 
Tacoma City Light Dept........ 32,838 800 200 1,000 80.00 3.05 34.0 
California-Oregon Power Co.... 25,783 1,200 410 1,610 25.47 62.44 15.0 
Mountain States Power Co...... 55,765 169 864 1,033 83.64 18.52 16.4 25.0 
Northwestem Elec. Co......... 39,134 37 1,651 1,688 97.81 43.13 25.0 40.3 
Pacific Power & Light Co....... 54,200 891 760 1,651 46.03 20.46 25.0 19.0 
Portland General Elec. Co...... 154,225 636 3,484 4,120 84.56 26.71 24.0 
Bureau of Power & Light, L. A.. 346,300 0 5,025 5,025 100.00 14.51 3.0 4.0 
Southern Calif. Edison Co...... 430,000 1,500 3,500 5,000 70.00 11.63 15.0 9.5 
Municipal Light & PowerCo... 27,020 0 175 175 100.00 6.48 
San Diego Cons. Gas & Elec.Co 88,293 300 375 675 55.56 7.65 
Pacific Gas & Elec. Co......... 639,500 1,300 2.600 3,900 66.67 6.10 8.0 8.0 
Total 2,209,667 13,120 30,625 43,745 70.00 19.80 
Grand Total — 43 Companies. 5,555,159 31,008 64,825 95,833 67.64 17.79 
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SYSTEM 


“My kitchen is a factory” says 


Miss Kellems, manufacturer. “It has 


all the problems of Efficient Pro- 


duction, Employee Relations, Quick 


Delivery, Customer Satisfaction.” 


ISS VIVIEN KELLEMS, 
widely known in the executive 
and operating end of the electrical in- 
dustry, as president of an electrical 
manufacturing company, has injected a 
strong practical interest into home 
economics. Not that this interest is 
new, for in travelling the country she 
has made it a point to get the best 
views of women in charge of home 
economics with various utilities. She 
has put them into practice. As a re- 
sult, her home in Westport, Conn., has 
been altered to accommodate an elec- 
tric kitchen and what may well 
point to new appliance sales, the But- 
ler’s Pantry. 
“Don’t let the title Butler’s Pantry 


frighten you,” says Miss Kellems, “call 
it Serving Pantry or just Pantry . 

but aside from its intensely practical 
utility in serving, the trend of mod- 
ern entertaining is informal 
definitely out of the living room and 
toward the kitchen. So stop them at 
the pantry—for there is where all the 
fixings and mixings are. Keep the 
kitchen free for food preparation and 
cooking only. 

Incidentally, all suggestions for 
kitchen equipment and arrangement 
were passed upon by her cook—those 
for the butler’s pantry being handled 
by the butler. The whole system was 
arranged for orderly progress of work 
in preparation and serving. 


THE COMPACT KITCHEN for ease of preparation—the pantry for serving and for an informal 


entertaining center. 


DINING ROOM 


China, silverware, 


linens 


Ly | 
x pange 

KITCHEN 

z Refrigerator 

a Sith 
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| Trays | 
\Broom 
closet 
PANTRY 
£ 
Compressor \|— € 
Open under & 
x 
Sirtk 


KITCHEN SYSTEM TAKES HOLD at the back door. 


counter space for delivery. Refrigerator on opposite wall. Vent 


lating fan (G-E) above door. 
(Graybar) annunciator (Edwards). 


knees under. 


Convenie 


Intercommunicating telepho 


THE PLANNER OF THIS KITCHEN solved the problem of kitcher 
fatigue by providing a sit down work section you can get you 
A drawer holds knives and other tools. 


iff 
| | 
| 
| , 
», 
a 
= 
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UNLOADING AND STORAGE at the counter next THE SINK AND PREPARATION CENTER in one long and convenient work surface with the kitchen refrigerator (Stewart 


r. Convenie 


te wall. Vest the door. To make shelves easily reached, the Warner) at the end, next the pantry door. The top is Monel, cabinets are Modern steel. Drawers for utensils and 
ting tele ho clearance between work surface and upper shel- kitchen tools conveniently located where they are most frequently used. Note the cooker (Westinghouse) on work 
ving is only sixteen inches. surface near refrigerator. 


y2 


SINK IS EQUIPPED with G-E Disposall. See how stool and waste basket fit under open 


work section. 


NEXT TO ELECTRIC RANGE (Westinghouse) is a handy “filing” section for racks and 
trays. Here, too, are the Toastmaster and Silex. 


LOOKING THROUGH INTO THE BREAKFAST NOOK. Note clock (G-E) 
above door and the kitchen mixer (Hamilton Beach). 


For PANTRY SYSTEM 


can get you 
Is. 


Turn the Page ee 


n of kitchen 
>, 
| Wi} ; 
// 
| 


PANT 


QO few electrical convenience 
—too few square feet of spa 
—too few time and step saving i¢ 
are incorporated in the avera 
serving pantry. 

The laying out of a dinner 
its orderly progress in serving » 
quires even more space than | 
for its cooking. This pantry pe 
mits complete layout of all t 


000 
But t 
he co 


ha 
accessories with a minimum of re wl 
tracing steps 1m service. The 

lookin 

about 


men 

suade. 
ducti¢ 
make 
emple 
the a 
produ 


peten 


(ABOVE) THE PANTRY WITH its own refrigerator (Stewart Warner) 
and juicer (Hamilton Beach). Note Lumiline lamps. There is Wire- 
mold plug-in-strip under all the cabinets. 


(RIGHT) SHALLOW DRAWERS STORE table silver, linen and serving 


dishes and trays in a convenient and accessible manner. 


(BELOW) WARMING CLOSETS are 30 inches wide to accommodate 
large platters and are lighted inside. At the end, the convenient 
broom and cleaning closet. 


ACCESSORIES DEVELOPED FOR THIS PANTRY 


Miss Kellems adapted her cable grip principle to brush and broom 
holders and also to plug holders. Note in the plug holder that 
tension of the rubber causes contraction and hold on the cord— 
thus relieving strain on the terminals. 
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HERE has always been much 


feet Of spa reference to the gainfully em- 


D Saving id ployed. Government statistics 
the averag re founded upon them. They are 

: those who draw a wage or salary for 
a dinner work done. There are some 43,000,- 
n of them in the United States. 
ice than t 


But there are 130,000,000 people in 
the country. The inference would be 
that these gainfully employed are 
eeping all the rest alive. 

There is another way, however, of 

looking at it. There is a group of 
about 10,000,000 merchants and sales- 
men (let’s say the group who per- 
suades purchase upon which all pro- 
juction now depends) who really 
make it possible for all the gainfully 
employed to keep that way. They 
roduce the customers, who motivate 
the arteries of trade, that results in 
production, that produces the com- 
petence to pay profits, wages, divi- 
ends, professional fees. 
A merchant cannot perform without 
happy salesmen who do their best to 
neet more people and tell a persua- 
sive story, whether behind the counter 
outside, who stimulate the public 
) respond to the buying urge, that 
makes the arteries of trade throb and 
pyramids the opportunity for the 
zainfully employed. So the retail 
salesman is really the corner stone of 
ur economic system. But, amazingly 
tue, these worthy boys who are the 
ulerum of the entire economic system 
are the ungaining employed. They 
have no regular competence to depend 
upon in too many instances. They 
have no security. They have not that 
happy dependability of a regular wage 
hat permits them to relax. And the 
roblem is most severe in the appli- 
ince industries, for these are products 
which have to be sold and require 
lore sales effort and ingenuity. It is 
bout time that we worked out a plan 
for them to gain. Because if we do 
not, they won’t sell—and people won't 
uy and factory wheels won't turn; 
jainfully employed will decline and 
axes will increase and hell will break 
loose. The matter is as plain as: the 
hose on your face. 

The gainfully employed, in all too 
many cases, are trying to produce 
fess for more money. No speed-ups 
m the production line, only so many 
nicks laid per man-day, and on down 
he line. But the unqaining emploved 
ire supposed to work harder for less. 
hat is the cock-eyed trouble with our 
‘conomic system. If the latter didn’t 
etform, the former couldn’t earn. 


pantry pe 
of all t 
himum of 

e. 


TRY Retail salesmen cannot be left long 
and broom ff" this era, dangling from an uncer- 
older that [Fn limb. They want, and must have, 
he cord— [etir minimum competence and gain 


lso. Selling resistances are increas- 


for the 


Appliance Salesman 


Until such time as he is given a mini- 


mum guaranteed subsistence, his sell- 


ing efforts, and with them those of the 


industry as a whole, are going to suffer 


ing. It is harder sales labor to find a 
prospect. More energy is required. 
But prices inexcusably fall, reducing 
the margins that make it possible for 
the merchant to substantiate any guar- 
antees of an essential minimum re- 
ward for the increased selling efforts 
of these earnest boys who make up 
the ungaining class. 

This group upon which the mo- 
mentum of merchandising depends 
are human beings with families and 
commitments. They have some extra 
expenses because of the need for look- 
ing well in order to build a persuasive 
impression. I never knew a man in 
overalls or with the unshaven look of 
a hobo who could get much of any- 
where in appliance selling. But he 
can go into a factory to run a milling 
machine that way. Salesmen have 
extra expenses that are crucial to 
sales performance which cannot be de- 
ducted from an income tax, but that 
doesn’t matter because in too many 
cases, struggling against this compen- 
sation neglect, they don’t make enough 
to have to pay one in the first place. 


By Gerald 


No one seems to get down to home 
base from the economic standpoint on 
this one. Here is one class that is 
giving less and less labor for the 
demand of more and more pay—cata- 
logued as the gainfully employed, 
while another class, upon whom they 
depend, are driven to give more and 
more sales labor under more arduous 
selling conditions with the prospect 
of less income. Unless this jam is 
broken, the country will go to pot. 
And of course, it won’t do that! But 
the time has come to recognize that a 
minimum compensation upon which 
retail salesmen can depend, is the vital 
thing to forge the continuance of our 
economic system. Take the selling 
class out of the American panorama 
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for a single month, and there would 
be economic chaos. So this ungaining 
employed class by some means must 
have the “un” removed. 

This compensation problem requires 
a revolution in thinking, and Elec- 
trical Merchandising is dedicated to 
throw the bomb that will set it off. 
Because it is for the good of the in- 
dustry? Certainly! But, far greater, 
because it is for the survival and 
progress of an American standard of 
living. No industry contributes more, 
and so vitally, to the enrichment of 
homelife as do the various appliance 
industries. But education is required 
to continue to step up the sales mo- 
mentum. And the instrument of edu- 
cation today is largely in the hands 
of an enthused salesman, free from 
personal subsistence worries, and 
properly trained. So we feel we are 
doing the industry its worthiest turn 
in bringing this matter to the fore at 
this time. 

Some wonder why the industry 
quivered into a severe sales decline 
last year. It was certainly due in part 


E. Stedman 


to the number of salesmen of 1935- 
1937 who had to retreat to other pur- 
suits, because added selling  resist- 
ances, lowered margins, and the inse- 
curity of no regular compensation pat- 
tern made it uneconomic for them to 
live. Proof abounds of this trend, in- 
cluding the arousal of interest in sales 
unions in certain major markets that 
attempted to bring some control and 
compensation guarantee into the situ- 
ation. The sales declines suffered in 
1938 were not all from a market lack. 

The problem is not confined merely 
to appliances, so we salesmen can’t 
feel too sorry for ourselves in the 
electrical appliance industries. I run 
against it in all my travels. Funny 
thing is that it is the favorite topic 


of all the star chamber sessions of the 
many annual association meetings that 
I have recently spoken before. Funny, 
too, that so important a subject is not 
brought openly before such sessions. 
But everyone seems to feel that it is 
loaded with dynamite and ought to be 
steered clear of. I cannot believe that 
a problem is solved by avoiding it. 

This attitude was so when I ad- 
dressed the National Wholesale Fur- 
niture Salesmen’s annual convention 
at the American Furniture Mart. But 
afterwards, many of us got together, 
and the leading question was compen- 
sation. No one knew the answer. It 
was so at the National Luggage Deal- 
ers Annual convention at the Palmer 
House in Chicago. Again, we all got 
together, afterward, and the chief 
problem was compensation. Yet no 
one knew the answer. It was most 
certainly so at the North Central As- 
sociated Electrical Industries meeting, 
so ably superintended by Bill Ritt, 
which met at Mankato, Minnesota, at- 
tended by hundreds of contractors, 
dealers, government officials, from 
throughout the Northwest. A score 
of real performers sat in the Blue 
Blazer room of the Saulpaugh all aft- 
ernoon, and the greatest topic of in- 
terest was a solution for the compen- 
sation problem. Well, again, no one 
seemed to know the answer, and I 
was advised not to touch the subject 
in my speech that night. 

The problem is rampant, but should 
be brought into the open. No one 
seems to know the answer, and every- 
one seems to dodge the issue. Such 
nonsense should be stopped! The 
entire attitude is inconsistent. Do you 
suppose any appliance manufacturer 
would offer his products on a wide- 
spread merchandising policy of free 
trial? Yet that is exactly what he is 
expecting of the retail salesman. If 
the latter tries hard and wins, he gets 
a commission. But if he tries just as 
hard and doesn’t win, he takes the rap. 
No one could build a product at that 
risk. And no salesman can build on 
that insecurity. Something must be 
done about it. Sales time is even 
more productive time than that of a 
factory worker. It must be rewarded 
some minimum security. It is up to 
the manufacturer, distributor and 


dealer to select salesmen whose time 

will be efficiently used in proper per- 

formance. Just as an unskilled worker 

would not be hired for the delicate 
(Please turn to page 88) 
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BRIGGS &S 


MILWAUKEE WIS U.S.A. 


GASOLINE 
MOTOR 


This Trade Mark is a guide and a guarantee to all that 
is best in gasoline motor performance — on power washing 
machines — or any other farm home appliance, tool or equipment 
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Correctness of design — 
4-cycle quick starting and 
economical operation— plus 
thé dependable, trouble 
free service of more than 
a million Briggs 6 Stratton 
Gasoline Motors now in 
farm use—have made the 
name Briggs & Stratton the 


Never before has there been 
80 great an opportunity for 
volume sales of power 

They 


purchased now, can be 
made into an electric mod- 
el at any time later, at little 
expense, Just a smal! elec- 
tric motor, to take the place 
of the gat motor, 


farm tools, a little time, 4 


and the change is made. 
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butions of the electric range 
to the art of cooking and to 
e production of food in the home 
its perfectly insulated oven equipped 
ith thermostatic temperature con- 
ols and automatic timers which have 
ought a new measure of security 
d efficiency to baking processes. 
Bread, not only as good, but better 
an mother used to make, can be 
iked in the modern electric oven 
ith the simplicity and assurance of 
rofessional results of the commercial 
skery. Nor is it necessary to point 
ut that the home-baked product is of 
jar superior nature to the mass- 
roduction loaf of the big bakers. 
Pies, cakes, cookies and other pastries 
ay be turned out without resorting 
guesswork or that “inspiration” 
hich in the old days came partly 
om experience and partly from luck. 
Dramatizing these things to the 
rospect for the electric range has 
esulted in the establishment of cook- 
ry classes for salesmen, home serv- 
e departments in power companies 
nd a general acknowledgment that 
monstration of the unusual merits 
i baking the electric way were su- 
rior to that with any other type of 
nel. 
It has been difficult heretofore, how- 
ver, to find all the arguments—from 
he standpoint of economy, of nutri- 
ion, of performance, of convenience 
rought together for the benefit of 
ither the cooking class or the home 
ervice woman. And in addition, to 
ind the right recipes to use in elec: 
tic cookery. All this material has 
een brought together finally, how- 
ver, and published in Bulletin No. 
“How to Economize on Bread, 
‘ake and Pastry”—a publication of 
he School of Living, Suffern, N. Y. 
The bulletin’s findings are based on 
in average family of 4.5 persons hav- 
ing an annual income of $2,100 a year. 
Such a family spends slightly less 
than one-third of this income for 
food, the bulletin points out, and of 
his sum a little over 15 per cent is 
‘pent for baked goods bought outside 
the home. If this average family 
were to do their own baking, using 
an electric range and electric mixer, 
the family would only spend one hour 
and 53 minutes per week producing 
their own baked goods and would ef- 
lect a savings of $45.64 a year on this 
item alone. Such, briefly stated, are 
the essential arguments for the eco- 
nomics of range purchasing as stated 
mn the bulletin. 
_ The figures which go to make up 
the chart on yearly savings through 
home baking the electrical way, are 
carefully worked out in tables and 
are the results of exhaustive re- 


t NE of the important contri- 


ELECTRICAL MERCHANDISING—MARCH, 1939 


The Facts 


BAKING 
With 


ectric Range 


A bulletin of the School of Living 
which dramatizes the savings, the 
superiority and the simplicity of 


home baking the electrical way 


The average family doing its own baking at home would effect 
savings of $45.64 a year, according to School of Living researches. 


search at the School of Living; like- 
wise the tables which show the time 
needed for the various operations. 
Instructions on making white, whole- 
wheat, rye, raisin and nut bread are 
all printed together with itemized 
cost of every ingredient which goes 
into them. A similar procedure is 
followed with rolls, corn muffins, pies, 
butter cake, fruit cake wheat crackers, 
fruit cake, ginger cookies, chocolate 
eclairs and brownies. 

Other tables go carefully into the 
cost of using the equipment recom- 
mended for home baking, the cost of 
the equipment itself and the retail 
prices of the materials used. Photo- 
graphs illustrate the various processes 
employed in home baking of bread and 
other items. In other words, this bul- 
letin which is sub-titled “A Manual 
for Baking at Home” presents, for 
the first time between covers, the 
whole story of baking at home, from 
the analysis of cost and savings (out 
of which the range and the mixer 
may be bought) and the actual recipes 
which may be used in putting on elec- 
tric cooking demonstrations. A com- 
panion bulletin takes up the subject 
of milling flour in the home. 

In a review of a previous bulletin 
of the School of Living—‘How to 


Economize on Home _ Laundry,” 
ELECTRICAL MERCHANDIS- 


ING pointed out that the School was 
an independent research organization, 
established by Mr. and Mrs. Ralph 
Borsodi in 1934 to further carry out 
their studies on the costs of home pro- 
duction as compared to factory-made 
products. Out of these researches 
(many of which have been published 
from time to time in this magazine) 
has grown the present wide interest 
in the means whereby families of low 
income may acquire and enjoy a home 
of their own with a full equipment of 
modern electrical appliances. Re- 
quests for information on these re- 
searches led to the publication of the 
present series of bulletins. The re- 
search upon which each bulletin is 
based is summarized in a series of 
tables, contained in the _ bulletin. 
These tables furnish evidence of the 
economic soundness of the conclusions 
expressed in the text. Data in the 
bulletins, all fully documented, is often 
drawn from university publications, 
government bureaus, and private re- 
search organizations of reputable 
standing as well as from the studies 
of the School itself. 

A number of other bulletins of the 
School of Living are in process of 
preparation, among them one which 
is expected to be ready for review in 
these pages in April entitled “How 
to Economize on Buying Food: A 
Manual on Storage and Refrigera- 
tion.” 


i 
| 
. 
7 


Are Leading the Way to New Worlds of Sales and Profit 


off 


@ Men of vision can see opportunity from afar. A 
year ago selling men were quick to sense the profit 
possibilities of the new Frigidaire Electric Range. 
They could foresee a vast new market opening up. 
They knew that Frigidaire and General Motors 
would take a leading part in the development of 
this market. They knew the product would be right 
... the promotion and advertising behind it intensive. 

It was an opportunity seldom found. And it still 
is. What else could it be, when in one short year 
the Frigidaire Electric Range has attained such a high 
place in the industry? 

What else could it be when it has been accepted 
so wholeheartedly by men who know ranges 
.. « by dealers, salesmen and customers. 


BY 


DATRE= 


What else could it be when enthusiastic testimonials 
continue to pour in from satisfied users praising 
Frigidaire’s many electric cooking advantages? 

It couldn't be anything else but opportunity. For 
7550 women helped design this range. Leading range 
engineers built it. That's why it has so many features 
that appeal to women, That's why it’s so easy to sell. 


6 New Models for 1939 


For 1939, the Frigidaire Electric Range has been 
further improved. The entire line has been rounded 
out to meet every customer need and to provide 
the Frigidaire selling organization with more com- 
petitive selling advantages. 

Every surface unit has 5 cooking speeds. All 
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household models, except the L-10, have spec 
designed, full size twin-unit ovens. Every househ 
model has a Double Duty Thermizer. 21 advan 
features make the Frigidaire Electric Range the m 
appealing cooking equipment on the market! 
From the deluxe Model B-60 to the apart 
Model A-5, Frigidaire Electric Ranges are the fas 
growing profit line in the industry and will conu 
to lead Frigidaire selling men to greater sales rewa! 
Frigidaire Division 
General Motors Sales Corporation, Dayton, 0! 


MORE THAN A NEW RANGE LINE—A NEW OPPORTUNIT! 
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Every Frigidaire surface unit is a “Speed-Heat &@ an 
unit with 5 cooking speeds for every cooking @ ;, 
operation from fast frying to slow simmer. a 
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OWN in the hilly section of 
New Jersey, in Chatham 

Township, there’s a little com- 
unity of new families—brides and 
prooms and young couples with their 
rst offspring—enjoying the comfort, 
eisure, and pleasant housework that 
nly modern appliances can give. The 
houses are new, attractive, convenient, 
hough inexpensive. The happy fami- 
es who own and occupy them pay 
ess per month than they would in 
ent, and payments include taxes, in- 
erest, amortization of mortgage. 
This community was the ideal of 
Mr. Nathan Wexler of Summit, who 
ronceived the idea two or three years 
go. Today on this lovely country 
ite, known as Long Hill Country Club 
Estates, 58 homes have been built and 
ure occupied, while additional houses 
are under construction. 
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Dayton, Oh 


Mr. Rae Crane, electric salesman of Jer- 
sey Central Power & Light Co., looks 
over another set of plans for a house 
under construction (see in the back- 
ground), and visualizes another electric 
range and refrigerator sale, with the pos- 
sibility of a water heater and dishwasher 
sale in the not-too-far-distant future. 


Situated near Summit in the ter- 
titory of the Jersey Central Power & 
Light Company, the families enjoy 
electric service and the kitchen serv- 
ants it offers. These people are all 
in the $2,500 yearly income bracket 
Which means that the hiring of even 
part time help would be prohibitive. 


Speed-Heat 
ery cooking 
immer. 


NITY 


DISING 


All Electric 


Customer satisfaction with electrical appliances 


Home of Mrs: H. F. Irish, jr., bride and 
happy resident of Long Hill Country 
Club Estates, shown at the electric range 
in her complete modern electric kitchen. 


Two homes in Long Hill Country Club 
Estates, overlooking Passaic Valley, Chat- 
ham Township, New Jersey, typical of 
this community of inexpensive attractive 
all-electric houses. 


creates future prospects in this ideal 


development in New Jersey 


The fact that they have the advan- 
tage of this most modern type of 
service can be traced to a boyhood 
friendship between Mr. Henry Meiele, 
the builder, and Mr. Rae Crane, Jersey 
Central salesman. Mr. Meiele felt that 
the use of electricity for cooking 
would be the only service in keeping 
with the modern type of home that 
was being built and talked over the 
possibility of installing electric ranges 
with Mr. Crane. 

He naturally agreed, and set upon 
the task of selling the first home pur- 
chasers. This, Mr. Crane admits, was 
“tough,” because practically all buy- 
ers came from outside Jersey Cen- 
tral territory where the use of elec- 
tric ranges was limited, and the pros- 
pective occupants were not at all con- 
vinced of the advantages of electric 
cookery. 

Crane knew, however, that “he who 
gathers fruit must first plant a seed.” 
So, determined to get one satisfied 
user, he contacted the prospective 
buyer time and again, extolling the 
virtues of electric cookery, stressing 
the labor-saving side of it to the wife 
and the economy to the husband, and 
finally took them on a visiting tour in 
adjacent territory where they could 
see and talk with satisfied users of 
the electric range; where they heard 
oft-repeated such words as “speed,” 
“cleanliness,” “economy,” and “con- 
venience.” And the first sale was 
made. 

But personal service did not stop 
there. Mr. Crane called on Mr. and 
Mrs. User now and then to make 
sure they were entirely satisfied and 
heard glowing reports of the range’s 


(Please turn to page 85) 
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The secret of doing a gas washer business is to have 
@ man on the job who will get out in the country 


4 


HE fog is lifting in the gaso- 

line powered washer field. The 

mental cloud which engulfed 
dealer activities when the Rural Elec- 
trification Administration started its 
publicity is clearing away. This is 
the washing machine picture which 
now stands revealed: 


1. These rural highlines have failed 
to blanket the farm field. They miss 
four out of five farms. Between the 
highlines lies plenty of neglected vir- 
gin territory. 

2. Furthermore, even on electrified 
farms, the high percentage of tenancy 
makes non-owners good prospects 
for engine driven washers. Who 
knows when they may move _ to 
another place without the blessings 
of electricity ? 

3. The cost of rural selling is 
dropping. Electrified homes, pros- 
pects for everything, now share the 
expense of. canvass, incidentally are 
getting a lot of solicitation. Once out 
in the country it costs little to travel 
off the highlines, solicit the gas 
powered prospect. 

4. R.E.A. activities have planted a 
tremendous lot of the yeast of dis- 
content in the rural bosom. They 
have made home comforts talked 
about, and whipped up the vogue of 
keeping up with the Jones’s. Tenant 
farms, non-electrified homes, and 
places off the highlines have been 
unbelievably softened up compared to 
previous years. 

The phenomena of change is again 
barking at the heels of small town 
dealers, and they must take in more 
territory if they are to survive. Look 
about in any county seat and you 
will see farmers standing about, any 
day of the week. Once they came 
to town only on Saturday. The in- 


crease in power machinery has giye 
them more leisure, the convenie; 
of the motor car has permitted the, 
extraordinary mobility. In short, tly 
are in a position to respond to | 
city propositions miles away. Luxy 
trade, fur coat business, has alreas 
departed to city centers. The de: 
is faced with a shrinking market y 
less he turns to the specialty for 
—go after prospects, and create cys 
tomers. 

Furthermore, the small town dea} 
must start taking steps to anchor hi 
trade to his store. As Nate Cohn ¢ 
Siegal’s, Des Moines, says, he mus 
figure on the expense of getting ; 
customer, not estimate costs on om 
sale. For the customer gets 
habit of coming in to pay installmen: 
can be kept continually making 
purchase after another. The cost 
rural solicitations is not high wh 
figured on this basis—and this pla 
blocks off the high powered city con- 
petition. 

The REA has sent a lot of sales 
men churning out into the highways 
and byways. They have broken dow 
the bugaboo that you cannot mak 
calls in the country and return 2 
profit. They have discovered that th 
farmer is a man who is not scar 
of losing his job, therefore, is willing 
to buy when he is sold. They hav 
run into the fact that the cash income 
of the farmers is usually all clear 
as he can raise on his place his foo 
corn cobs, and doesn’t have to be: 
fancy dresser at his work. The things 
that knock out most people’s income 
rent, fuel, food, clothing—all affect 
the farmer to a lesser degree. 

Consider, too, that rural folk have 
about the dirtiest clothing of all t 
wash, and plenty of it, as families art 
largest on the farm. No steam lau 


Half the people on REA lines are tenants—and a gas powered 
job will come in mighty handy if they move off highlines 
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Get a man out and you’ll find 


REA 


activities have stimu- 


lated gas washer prospects 


By Tom Blackburn 


Small towns must reach out in the country for more prospects 
as hard roads and automobiles increase big city competition 


dries minister to their needs. 

With events popping like corn in 
a hot skillet as private utilities and 
REA wrestled for farm electrifica- 
tions, Electrical Merchandising pro- 
ceeded to slosh about in the snow 
with topnotch washer salesmen, call 
on outstanding dealers in electrified 
and non-electric territory in order to 
present a real low-down to_ its 
Teaders. 

Here is what successful dealers say 
in non-electric territory : 

F. S. Stewart Furniture Co., Leon, 
lowa, Pop. 2,006—The getting of 
accounts on the books is the im- 
portant thing in small town business. 
Cost of making that first sale can- 
not honestly be charged 100 per cent 
against the appliance, if you are going 
to keep repeating with other new mer- 


chandise. Gasoline driven washers 
are the most desirable thing farm 
women can think of so F. S. Stewart 
has one man specialize on their sale. 
They are great account openers. 

Most leads originate from adver- 
tising in the weekly paper. Given a 
nibble, the salesman scoots out to 
see the farmer. He doesn’t take a 
washer with him, as he wants to see 
what the farmer has to trade, and 
a delivered machine puts the store 
over a barrel. 

This firm finds that farmers are 
able to make monthly payments on 
accounts, and likes to have them get 
the habit of walking into the place. 
Judging from the trade-ins on hand 
in the Stewart basement, the small 
town and rural market is ripe for 
a lot of washer replacements. Here 
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Wiring most homes has 
sucked up the ready 
cash; eventually these 
farmers will be Al pros- 
pects for everything. 


is the second hand stock of Janu- 

ary, 1939: 

1912 belt drive washers 

1927 electrics 

1929 electric 

hand operated machines 

1915 wooden electric 

1918 electrics 

1916 gasoline powered machine 

1923 spinner 

1926 electric 

1922 Laundryette 

1927 gas powered Woodrow washers 
(Pella Maid) 


1920 Peerless gas engine washer. 


Chandlers, Kellerton, Iowa, Popu- 
lation 540—This town illustrates how 
a dealer must get out in the country 
after business to withstand the pull 


that hard roads and big city mer- 


chandising has on -his customers. 
Again, with Chandler’s, you'll notice 
one axiom: They have a special man 


who devotes his time to washer and 
appliance selling. 
A population of 540 doesn’t sound 


big—but throw in a twenty mile 
radius around Kellerton, and you have 
a fair sized stack of prospects. Bob 
Burns, Chandler’s salesman, finds 
them good for two gas powered 
washers a week, and a_ stack of 
radios. 

Bob says it costs him only about 
2¢ a mile to travel and he goes 1,200 
a month. Chandlers’ has a garage 
in connection with the business, and 
Bob gets fixed up trade-in trucks to 
drive. He is supplied gas at whole- 
sale (about 13¢ a gallon), and gets 
tires the same way. So thoroughly 
does he cover his territory that less 
than 10 per cent of his leads ever 
walk into the store. He never sets. 
out until he has at least five tips from 
users as to who might want a ma- 
chine. User leads are easy to get im 
the country, and call backs sixty days 
after a sale bring him flocks of them. 
Recently he started some cold turkey 
canvassing, giving away 1,000 yard- 
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Selling Between 
the Highlines 


Continued from page 


The important thing for the small dealer 
is to get country customers on his books, 
F. S. Stewart says. Repeat sales are 
profitable. 


sticks as door openers. 

Demonstrations are not made, as 
they take too much time. Bob leaves 
some machines on trial for a week, 
and others he sells with a guarantee 
for performance. He transacts his 
business with the men folk, and finds 
that twilight, right after the chores 
and before supper is the right time 
to come around. Although Kellerton 
is under the same agricultural condi- 
tions as Leon, Bob has not been 
bothered by trade-ins. He won't take 
anything which is not running, and 
that cuts out most stuff. Only two 
old machines were taken in December, 
one a 10-year old Speed Queen for 
which $25 was allowed (and $45 
will be realized) and the other an 
ll-year old job which got only a 
$5 allowance. 

Less than 2 per cent of the wash- 
ing machines sold farmers are repos- 
sessed, Herman Chandler declared. 
The store does its own financing, and 
with most farmers they get half 
down and balance in sixty or ninety 
days. Down payments are always 
substantial. 

The store works on this basis: One 
third of gross profit goes for expen- 
ses, one-third to the house, and one- 
third to Bob Burns. On resale or 
trade-ins, the house works 50-50 with 
Bob. 

John R. Prugh Hardware Co., 
Bedford, Population 2,100—Better 
down payments, plus the advantage 
in bringing farmers into the store 
to make regular payments causes Mr. 
Prugh to favor gas motored washers. 
“Seventy-five per cent of the far- 
mers are good risks,” he said. “We 
get $10 to $15 down and sell on a 
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Selling electric appliances to REA customers 
helps pay your way out to non-electric farm homes. 


monthly basis with a $10 finance 
charge. There is no need for quar- 
terly or yearly financing plans with 
farmers in this part of lowa any 
more. We make it clear to the far- 
mer that we expect our money the 
first of every month, and that’s all 
there is to it.” 

Most desirable business in small 
towns is with country people, Mr. 
Prugh declared. Town folks simply 


are sucked dry of cash after putting 
up $225 to $300 for wiring and a 
radio. They will come back strong 
later for more appliances, he says, 
and that’s where the dealer with a 
man sailing around in the country 
is going to be on the ground floor. 
Meanwhile, between the highlines, he 
picks up a tidy bit of business from 
farmers who have not been to any 
expense for wiring and _ still have 


The newly wired REA farm home is a good prospect for appli. 
ances—but you have to wait your turn, and too often find that 
wiring has taken all family's present cash. 


ange 
imuli 
: 


the Richards Sales & Service Co. ar 
added evidence that the country 
ripe for a replacement market 
washing machines. On the floor wer 
the following trades: 

2 At Last electrics, 15 years old 

| Woodrow Pella Maid, 10 years old 

| electric, 12 years old 

| Woodrow, 20 years old 

2 Gasoline powered machines, 12 years old 


The 
nges 


1 the 


What the country needs, declare 
do not have the purchasing power. money. Chet Richards, is better demonstra-fjomer 
Open accounts have become a_ thing Richards Sales and Service Co., tions of gas powered machines. Anfhey 
of the past. He records all his mort- Boone, Iowa, Pop. 11,886—“The rea- engine expert himself, he relates that Jijompz 


gages and sells small stuff on a cash 
or a barrel head basis. Incidently, most 
leads for gas washers are originated by 
advertising, and closed in the store. 

Summing up, we find that gas en- 
gine business in non-electrified ter- 
ritory is good, but good only in pro- 
portion to the way a dealer has a 
man go after it. 

This is the R.E.A. 


picture— 


territory 


son dealers have let their gasoline 
powered washing machine sales slip 
is because the appearance of some- 
thing new like the R.E.A. has flus- 
tered them and they haven't analyzed 
what has happened,” says Chet 
Richards. “I think that if a dealer 
will get a man out into the country 
and work he can pick more business 
a day than ever before in rural his- 
tory. Business is not being closed 


he first sells the washer from the 
standpoint of washing. Then he sells MBhis i 
the motor explaining how it is fool Mental 
proof against flooding. He 
strates how the motor runs in oil. MJpean 
Then he has his customer start the 
motor, shut it off and start it again 
just to show them how easy it is 
After the sale is closed, he explains 
the details of putting in gas and oil 
vapor lock and how it can be cured 


ustol 
an | 
orps 
he i 
1 


our 

W. TT. Strock Hardware Co., because dealers have gone into mental by a teaspoonfull of kerosene in the Hidde 
Jefferson, Iowa. Pop. 3,431—This tailspins.” gas. He demonstrates how, when the Mpne ; 
firm had a stock of gas engine washers “T do no cold canvassing, work on gasoline mixture is too rich, the er- Th 


on hand when the R.E.A. publicity 
started. Right away the sale dropped. 
When C. W. McKone went to work 
for the store—another appliance 
specialist, mark you—he started mak- 
ing cold turkey calls in the country 
to move those gas machines. Mr. Mc- 
Kone sold them to tenant farmers who 
lived right in the shadow of the high- 
lines. He sold them to the three out of 
five Green County’s 2,064 farmers who 
are off the highlines. He sold them 
to folks who knew the highlines were 


coming their way Total 74 North North 
“B 1 if v Projects East Central South West 
electricity within a year’s time we'll Beoder.............. ee 23 3.92 22 1.7 22 
make an even exchange for a motor. Coffee maker 5.0 5.4 41 4.4 10.4 
we'll give you a $10 refund. That’s Hot plate 15.0 14.7 18.2 8.0 96.7 
fair enough, isn’t it?” lroner.... tks 1.7 1.9 2.2 0.7 2.0 
C. W. McKone is not impressed Milking machine... ..... 3.8 3.3 7.4 0.2 1.8 
gasoline powered machines are going Poultry lighting 75 11.7 10.0 15 3.9 
to make a center rush for electric Bedio...................... 90.1 82.7 81.0 78.2 75.2 
motors. Those washers are going to Raenge..................... 3.7 3.9 3.0 5.3 3.8 
be run until worn out, highlines or Refrigerator................. 30.1 17.7 30.5 39.7 33.3 
Roaster... 1.3 1.4 1.8 0.6 1.2 
no highlines he says. After all, they 333 393 64 319 
are doing the job, and gasoline is as Yeeuum cleaner............. 18.9 35.5 19.5 44 15.1 
MM uC k run on to the fact that R.E.A a 16 13 29 14 08 
wired farms are getting a lot Of Woter 17.0 18.3 23.6 8.5 13.8 
solicitation, and a lot of the farmers Average months of service 6.0 5.3 6.3 6.4 5.6 


leads entirely,” Mr. Richards said. 
“You can tell the public there are 
just as many gasoline powered wash- 
ing machine prospects on the high- 
lines as anywhere else. The reason 
—tenants who are likely to move.” 
The trade-ins that are going through 
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gine “putt putt,” and misses but 
develops no power. He shows when Met a 
the mixture is too lean how the en- JBract 
gine spits and fails to develop speed. mont 
That ten minute lesson on the floor Mase 
does more to kill service calls than Jjnan 
anything else. if th 
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wer company inaugurated the Elec- 
ical Equipment Sales Association 
FESA) and since that time has 
vanced general industry promotion 
rough this organization. Other im- 
ytant steps toward encouragement of 
aler selling of electric ranges in- 
ude the giving up by the power com- 
mny of exclusive agency for any make 
range which was done about 1935. 
he progressively increasing part 
hich the dealer has played in the 
ynge selling picture under these 
imuli is indicated by the following 
leures : 

Percentage of 
electric ranges 
sold through 
rear dealers 


10 

28 
23 
31 
45 
56 
61 


The power company still sells 
ges. In fact, it has 32 salesmen 
i the field, one for every 1600 cus- 
mers, and between them last year 
hey sold 1485 ranges. The power 
mpany believes promotion of the 
ange business is still necessary. By 
his is does not mean free wiring or 
ental policy, neither of which meas- 
res has it ever adopted, but it does 
wan a day for day contact with the 
ustomer, which the company believes 
an best be accomplished through a 
orps of men who have behind them 
he incentive of making sales as well 
s mere industry promotion. Some 
ur or five years ago the company 
uided a corps of home service girls, 
me girl to every 2300 customers. 

The code of ethics calls for the 
naintenance of list prices. Terms are 
et at $5 down, with a maximum con- 
ract for electric ranges of twenty 
ionths. Trade-in allowances must be 
ased upon an estimate by the division 
nanagement of the actual resale value 
{the range. Salesmen are permitted 
0 offer 75 per cent of this resale 
alue, minus what it will cost to re- 
ondition the range. In general the 
lealers express themselves as feeling 
hat this competition is fair. Occa- 
ionally, undoubtedly, an overzealous 
alesman makes too high a trade-in 
ffer or finds an excuse for allowing a 
liscount (one or two dealers made 
uch accusations and the power com- 
any admits that such things may hap- 
pen, although they try to prevent 
hem) but there was also more than 
me tribute to the fairness of the 
power company and to the value of 
ts cooperation. The theory of R. E. 
Gale, Idaho Power commercial man- 
eger, is that the power company com- 
Petition actively helps the dealer. “A 
Bood salesman puts as much into the 
usiness as he takes out” in his way 
ot phrasing it. That is to say, no man 
'S good enough to make 100 per 
‘ent sales for every idea that he 
plants. The Idaho Power salesmen 
re taught to promote appliance use, 


The Dealer’s Problem Selling Ranges 
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as well as to sell. Their record is 
2200 calls per year per man, on 1500 
different customers. Through these 
contacts, they sell 150 major appli- 
ances per year per man, leaving 1350 
customers who have been given a 
promotional sales talk without buying. 
Many of these people, records show, 
later buy from the dealers. 


Cooperative Promotion 


The Electrical Equipment Sales As- 
sociation, is a cooperative promotional 
organization whose activities are 
financed by the power company. Deal- 
ers serve on the executive committee 
and help in the formulation of poli- 
cies and head the various appliance 
bureaus. The signature of this body 
is used in sponsoring advertising and 
promoting industry wide campaigns. 
One of its activities has been the spon- 
soring of an annual spring range 
drive. 

A few years ago when the sale of 
ranges fell off to a figure which was 
below that of the normal replacement 
sales, the power company wished to 
get some of the obsolete equipment 
off its lines. This spring campaign, 
therefore, took the form of a $25 
trade-in offer. This met with en- 
thusiastic response on the part of 
both public and dealers and was re- 


jo s.A recent meeting of the Boise division of the Electrical Equipment Sales Asso- 
by ciation with 180 men from all branches of the industry represented. 


peated for two years more. Last year, 
however, the company felt that there 
was no longer a need for this type 
of promotion and indeed, that by repe- 
tition, the public was coming to expect 
the event and to hold off buying until 
the time of the special offer. In 1938 
therefore, they varied the promotion 
by running an essay contest with a 
range prize each week donated by 
manufacturers, supplemented by other 
electrical and cash prizes which the 
power company supplied. This was a 
help to dealers, most of them testify, 
but they prefer the trade-in type of 
contest. From the standpoint of re- 
sults, however, the power company 
was well satisfied with a record of 
941 sales as against a quota of 900. 
Dealers sold 599 of these. 

The promotion this year planned 
to start in February, will probably 
take the form of a “cookery quiz,” 
with about twenty simple questions, 
among them one to be answered with 
a short statement of opinion which will 
offer a basis for judging. Electric 
ranges, other electrical appliances and 
cash prizes will be given weekly, cov- 
ering a period of eleven’ weeks. 
Among the questions each week will 
be some asking for the particular sell- 
ing points of the range being featured 
that week. 

These and other promotions through- 


| Floor Plan 


Perspetive of Kitchen 


A typical modern kitchen layout from the Kitchen Planning department of the Idaho 
Power Company. 
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out the year are supported by adver- 
tising of all types—newspaper, bill- 
board, direct mail and radio, all of 
which is done over the E.E.S.A. 
signature. “Dooley’s almanac,” a 
weekly event and a nightly “Listener's 
Digest” present over the radio a med- 
ley of news, information and promo- 
tion of electrical appliances. Over 
1,000 letters were received in response 
when a simple test offer was made 
during one of these broadcasts. 

Dealers meetings are held at inter- 
vals in each of the six divisions of the 
E.E.S.A. When ‘special plans require 
joint action. ‘he smallest of these 
meetings had an attendance of 85 or 
90. The powgt. company also offers 
instruction to ler salesmen on range 
selling and other problems. Last year 
also they offered a 15-week course on 
adequate wirfnmg to contractors and 
wiremen in their various districts. 
They supply a 56-page manual on 
range selling which covers the prin- 
ciples of selling with special applica- 
tion to electric ranges. About a year 
and a half ago they started a kitchen 
planning department which also fur- 
nishes free wiring plans on request. 
These services are available free to 
dealers. Each kitchen planning report 
is presented in a folder with a pre- 
liminary discussion of the principles 
involved, followed by a floor plan and 
elevation in colors for the customer’s 
own kitchen, drawn to the dimensions 
and data furnished by the dealer. A 
page on standard dimensions and spe- 
cial data on the major appliances and 
on kitchen lighting follow. This is 
furnished the dealer with space left 
for the imprint of his own name. No 
mention of the power company or any 
other agency is anywhere made. Dur- 
ing the past year, 98 wiring plans 
were drawn and 196 kitchen plans. 
Sale of 187 major appliances is re- 
ported in connection with carrying out 
of these plans. Not many dealers have 
taken advantage of this service. 

The power company operates a 
kitchen coach or traveling model 
kitchen from which cooking schools 
are conducted through the rural dis- 
tricts, reaching customers in the 
smaller towns with the electric range 
story. 5,876 housewives took part 
in such classes during 1938. The 
power company’s home service girls 
are available to dealers for follow-up 
on every major appliance sold. They 
call at the customer’s home, explain 
use and care of the equipment and 
answer any questions which may be 
asked, making a report in writing to 
the dealer on their findings. It is 
important in this connection that the 
girls be familiar with as many types 
of ranges as possible and an effort is 
made to have them attend all manu- 
facturers schools held in their dis- 
tricts. This service is widely used and 
appreciated. In addition they con- 
duct cooking schools or give demon- 
strations for dealers on request. Last 
year they conducted some 300 of these 
events before 13,221 people. 

Monthly reports on appliance sales 
are collected from dealers in each divi- 
sion and totals for his locality are 

(Continued on page 86) 
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Tied to the tele- 
phone an intercom- 
municator prospect. 


HIS simple proposition, “We'll 
rent you an electrically refrig- 

rated water cooler for less than 
pay for the spring- 
board which put Lee H. Kulp into the 
electrical appliance business. 


you ice,” was 


Today the Empire Cooler Company, 


Chicago, has approximately 5,000 


out on a rental 
Their billing and inspection work gives 


water coolers basis. 
them entree to a lot of business firms. 
Consequently, it was perfectly logical 
for Mr. Kulp to feel that the inter- 
communicator when it appeared on the 
market was right down their alley. 
They had their foot in the front door 
of 5,000 offices, could put it over easy. 

“xe, Kulp told Electrical 
Merchandising, * discovered that 
an entirely new approach was in order. 
When you are talking about ice, you 


‘we 


are speaking about a subject that 
everybody understands. When you 
mention intercommunicators you are 


dealing with something that nobody 
is familiar with, and something that no 
one feels he needs any how.” 

Two methods are being followed by 
Mr. Kulp to make the public sound 
System ct scious : 


1. Personalized presentations of 


uses. 
2. Installations in firms that are 
leaders in their fields, as bell 


wethers to others. 


So eager is the Empire crowd to 
have personalized knowledge of office 
needs before making a presentation, 
that they often do this stunt: Ap- 
proach the firm’s telephone operator a 
few making a call. 
Either because she is overworked or 
by means of a little present, the girl 
is persuaded to keep a chart and mark 


days ahead of 
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Get a switchboard operator to 
make a list of busy telephones. 


The Kulp technique has been to 
build a very individualized presenta- 
tion. Toa blue print drawn up of the 
office, showing every man’s name and 
position, Mr. Kulp sticks postage stamp 
pictures of various models needed. 
When the customer gets the idea of 
what it is all about, and is willing to 
examine a free installation, it is run 
in with loose wires and a couple of 


You've got to have plenty of dis- 
play to put over an unknown item. 


down the number of telephone calls 
made by each man in the organization, 
and to whom. 

With this available the Kulp sales- 
man is often able to make a deal for 
a temporary installation on the first 
call. Knowing who does the telephon- 
ing is equivalent to knowing who needs 
relief. 


day’s trial given. 
leave the temporary installation is a 
problem. 

“It isn’t a job of selling the presi- 
dent of the firm as it was with air 


Just how long to 


conditioning,” declares Mr. Kulp. 
“Top executives usually have their 
desks clear, usually enjoy a lot of lei- 
sure. It’s the fellow who is hammer- 


pliance 


ing away on the telephone all th 
time that needs help and we give it 
him.” 

Desiring to get $1,000 up order 
rather than $150 purchases, the Kuk 
method is to concentrate on selling 
leaders in their fields, realizing thy 
others will copy the elaborate sy: 
tems. 
ster-Racine) in the principal Harding 
restaurant has gotten itself talk 


about by all Chicago restaurant ows. 


ers on account of Harding’s prestig 
An installation in the manager’s off 
of the LaSalle Wacker Building whi 


permits him to talk to the operator o 
the employees’ elevator as it whizz« 


up and down the 40 story shaft 


breaking the ice with other building 


managers. 


“When people see those they respec 
or admire using intercommunicating 


systems,” says Mr. Kulp, “the job 


selling them on the savings they'll er- 


joy is easy. When that happens sow 
business will be over the hump.” 


L. H. Kulp started by renting 
water coolers to business men. 
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A complete installation (Web- 
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Here's how one of the new “desert” 
evaporative coolers looks installed in a 
home. 


ione all th 
we give itt 


0 up orders 
es, the Kuk 
e on selling 
ealizing thy 
aborate sys. 
ation (We). 
ipal Harding 
itself talk 
faurant own- 
prestig 
nager’s off 

ilding whi 
> operator 
s it whizz 
ory shaft 

her building 


A commercial installation of a "Sea-Air" 


cooler in Tucson, Arizona. Installed by 


Russell Electric. 


ESERT coolers, those simple 
little devices which utilize the 
principle of cooling through 
vaporation by drawing air by means 

f an electric or blower fan through 
wet excelsior, have achieved a wide- 
spread use in the dry districts of the 
southwest. They started as homemade 
mtraptions, but it was not long be- 
fore several manufacturers got into 
the field, and compact, efficiently de- 
signed boxes became available for sale 
s complete units. In fact this busi- 
ness has grown to be an important 
ne to most dealers of Arizona and 
southern California. 

The Russell Electric & Machine 
Company of Tucson, Ariz., were 
among the dealers who experimented 
in this field. G. A. Larriva, manager 
if the company, believed that there 
was a big business to be done, provid- 
ing he could eliminate some of the 
lefects of the early apparatus. Chief 
f these was the unsightliness of the 
home made structures from the out- 
side and also the fact that most of 
the equipment available totally ob- 
scured one window of the home. No 
installation of this early type, he felt, 
could be considered as permanent. 

Under his direction, therefore, a 
series of experiments was carried out 
which finally resulted in what the 
firm has called their “Sea Air” 
cooler. This provides for window 
installation without obscuring the 
light or view from the main portion 
of the window and also is designed 
to present a neat outside appearance. 

30th the fan type and blower type 
models were developed and these were 
adapted to roof, furnace, or window 
installation. A sample of the early 
model was installed in the doorway of 
the store and stopped practically every 
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“Air Conditioning 


99 


the Desert 


Russell Electric in Tucson, Ariz, sold 300 of these evaporative-type window coolers last season 


Another installation in a home of an 


evaporative cooler, made by Russell 


Electric. 


At left, window closed on a Russell "'Sea- 
Air Cooler” and, at right, same with 
window open. 


passer-by for an inspection. Window 
display of the apparatus brought re- 
quests for demonstration. Slides used 
in motion picture theaters proved ex- 
cellent promotion. Not only was the 
public interested in the possibilities 
of the new design, but other dealers 
made inquiries as well. Some $40,- 
000 worth of the coolers were sold 
last season, 300 personally through 
the Russell store. 

The cooler is designed with a 
louvered exterior, which gives it 
somewhat the finish of a Venetian 
blind and, in the case of the window 
installation, is mounted on a wooden 
block of steel-tube adjustable legs. In- 
stead of being installed at a height to 
cover the entire window surface and 
thus obscure the light, it is dropped 
to within a few feet of the ground, the 
grill through which air is delivered 
covering not more than the lower 11 
in. of the window space, leaving the 
remainder free for a clear view and 
uninterrupted light source. 

The louvers, which give an at- 
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This diagram shows how the ‘'Sea-Air" evaporative cooler is installed at 


the window of the home. 


This is how the “Sea-Air" cooler 
looks from the inside; same model 
as below, right. 


tractive appearance to the exterior, 
have the additional advantage of 
helping to keep the distribution of wa- 
ter even. Treated fiber is used for a 
filtering and cooling mat. This, Mr. 
Russell has found from experience 
stays sweet for long periods, need not 
be changed more than once during 
the season. Since water tends to 
make paths in its travel through the 
mat, leaving dry areas through which 
warm air could secure admission to 
the room, a principle was devised by 
which the water dripped through the 
series of louvers, which are in reality 
v-shaped troughs with holes bored at 
the base of the “v,” thus securing an 
(Continued on page 78) 


Working diagram of Russell 


For further details, see text. 


wares TURE 


Electric 


"Sea-Air evaporative type cooler. 


Transition front on cooler that 
helps to even the pull through the 
This shows window open in 


mat. 


fan model cooler. 
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You Can Make Money Kelvinator’s 


CUT YOURSELF IN 


on this biggest Refrigerator sell- 
ing event in 25 years—Kelvinator’s 
Silver Jubilee Celebration! 


XPERIENCED MERCHANDISERS—depart- 
E ment store executives—dealers who know 
what it takes to get store traflic—appreciate 
the sales value of special events. Experienced 
merchandisers are saying, “This Jubilee of 
yours means business for us.” 

Every Kelvinator dealer and distributor is 
getting ready to cash in on the big celebra- 
tion .. . with its six-day Birthday Party... 
brand-new promotional material . . . live-wire 
local cooperative advertising and free gifts! 

This is going to be the “hottest” sales pro- 
motion of the year. Behind it is the story 
of the first successful refrigerator and the 
latest Kelvinator models... the story of im- 
provement after improvement that dates 


PAGE 36 


back to the very first electric refrigerator. 

Behind it is the new 1939 Kelvinator line, 
with more new features to talk about... 
more new features to sell . . . with new low 
anniversary prices that will make Kelvinator 
the “value” line of the year. 

Behind it is the practical, effective sales 
training program of the Kelvinator National 


Perfected Product of a Quarter-Century! 


ODAY, Kelvinator adds a fit- 

ting climax: to its first 25 years 
of pioneering . . . by introducing 
the new Silver Jubilee models... 
modern .. . beautiful... 
tional . . . as revolutionary as the 
first Kelvinator that introduced 
electric refrigeration. 

These new “selling features” 
give you the opportunity to make 
1939 a volume year for you and 
your salesmen. 


BE IN THE SPOTLIGHT WITH 


MARCH. 


Watch the crowds during Kelvinator’s Silver Jubilee Week, April 3rd to April 8th. Many Kelvinator 
dealers and distributors plan to give away free gifts and special frozen desserts to celebrate the occasion. 


NEW! Conditioned Cold — the 


latest refrigeration discovery... ... 


Salesmen’s Institute, turning lookers-around 
into buyers, demonstrations into sales, store 
traffic into profits. 

All this means that 1939 is going to be 
Kelvinator’s big year . . . your big year, too— 
if you include Kelvinator in your plans. 
Don’t just wish you had—get your share of 
the profits now. IT’s NOT TOO LATE! 


NEW! “Family Planned” interior 
shelving arranged to end grop- 


flavor protection in special com- ingandfumbling.Newwiderfront, § ,,... 
partments for meats, vegetables, less depth, more storage space. ola 
sensa- and frozen desserts. es 
NEW! Vegetable Bin. Dry stor- § ..... 
NEW! The Polarsphere—con- age for nearly two bushels of § .. . 
sidered the most efficient cold- onions, potatoes, squash, ete. Tilts 

producing unit made.Completely open easily. Attractive chromium § 
sealed in a welded steel ball... type handle. bes 
produces cold power enough for Kelvinator, Division of Nash- ing 
five refrigerators. Kelvinator Corp., Detroit, Mich. a 
pre 
me 
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At 
he 
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KELVINATOR IN 1939 

E| 


1939—ELECTRICAL MERCHANDISING 


cl. 

m 
THRIHTY 
PLAY — 
\ 
Port 
10m 
lem 
sale: 
emp 
prog 
whi 
tt 
ry 
= 


.elvinator 
occasion. 


rs-around 
ales, store 


ing to be 
par, too— 
ur plans. 
r share of 


ry! 


d” interior 
»end grop- 
vider front, 


je space. 
Dry stor- 
nushels of 


h,ete. Tilts 
chromium 


1 of Nash- 
roit, Mich. 


1939 


NDISING 


About 65 per cent of the prospects 
selesmen bring in to Pepco's cooking 
classes are eventually sold. Here is 
Beth Fillmore, company home econo- 
mist, rehearsing a cooking demonstra- 
tion in the company kitchen 


How 


Pat 
Cooking 


emonstration 


ERSONAL touch with prospects is 

readily maintained in the inti- 

mate model kitchen of the Port- 
land General Electric Company of 
Portland, Ore., where Beth Fillmore, 
home economist conducts cooking 
lemonstrations for small groups of 
salesmen’s customers. Miss Fillmore 
emphasizes the need for a standardized 
program, covering the simple points 
which it is desired to bring out, even 
ii the procedure seems to be an old 
story to the one giving the program. 
She covers a list of ten advantages 
of electric cooking, giving visual 
demonstration of each during a one- 
hour program. Special emphasis is 
placed on the economy of the electric 
method, comparisons being made with 
commercial products for cost and 
astiness. A batch of cookies fresh 
irom the electric range, for instance, 
is shown together with a package 
brand for convincing proof of sav- 
ings. From the first series of classes, 
salesmen closed 62 per cent of the 
prospective sales. 

The kitchen is also used for sales- 
men’s cooking classes and also for 
groups of range owners who are 
taught how to get the best out of 
their home electrical equipment. 

“To be really effective,” said Miss 
Fillmore in reporting before the 


Northwest Electric Light & Power 
Association, “the class must include 
only picked prospects, customers who 
need the equipment and have the 
ability to pay.” 

The salesmen being the logical 
people to furnish these prospects, it 
becomes important to sell the idea of 
the classes to the salesmen. This 
Miss Fillmore accomplishes by con- 
ducting a class for them first. Her 
experience has been that they will im- 
mediately appreciate the sales value 
of the method. A regular system for 
submitting names has also been 
worked out so that the invitations 
may be issued from the Home Ser- 


brings about 10 per cent results. 
Each week 100 cards are mailed out 
and about 10 prospects attend the 
classes. Although this is a small re- 
turn as compared with attendance. at 
users’ classes, it is readily explained 
through the fact that the prospect 
does not wish to tie herself down too 
closely before she has made her deci- 
sion of purchase and is reluctant to 
submit to a talk which she recognizes 
to be part of the sales technique. 
Those not attending receive two more 
consecutive invitations, which some- 
what increases the percentage of ac- 
ceptances from the group. 

As an added incentive for attend- 


Portland General Electric Com- 


pany’s routine provides a working 


basis for small demonstrations 


vice department. This is important, 
because if the customer is given the 
invitation from the salesman himself, 
she immediately recognizes it as part 
of the sale and builds a resistance 
against the program. Miss Fillmore 
has used a postcard invitation which 
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ance, all prospects who come to the 
class are given a copy of “Meals Go 
Modern Electrically” which not only 
serves as a souvenir, but in itself af- 
fords additional sales arguments. All 
salesmen are promptly notified about 
their prospects who attend so that 


they can follow-up. They themselves 
do not attend the classes at which 


prospects are present. 

Prospect classes are planned to be 
of one hour duration and are de- 
signed on the Advantage-Proof-Ac- 
tion method of selling. The advantage 
is stated, the proof is made visual 
(food being cooked to prove each 
point) and the action on the part of 
the audience is their commitment to 
the statement made, usually by means 
of direct questions. 

The usual class is opened by mak- 
ing the guests welcome and following 
this by explaining that national 
manufacturers have shown through an 
actual survey of housewives that 
women who cook electrically prefer 
that method because it is cleaner, 
easier, more economical and gives 
better results. The program of the 
class is then built around proving 
these points. 

Action is started by reading the 
electric service meter which is in- 
stalled at the side of the kitchen. This 
will be read again at the close of the 
program, to prove economy points. 

Rice is started cooking (1 part 
rice to 14 water, started on the small 
unit until it steams, then turned off 
to finish cooking). This method is 
compared to the old way. Electric 
method is easier, gives better results 
and is more economical. The advan- 
tages of stored heat cooking are here 
emphasized and other applications of 
this exclusive feature with electric 
ranges are pointed out. 

A layer cake is now taken from the 
refrigerator and placed in the oven; 
sliding and lock stop shelves are 
demonstrated. Minute minder is set. 

(Please turn to page 84) 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


WASHERS 


Enthusiastic bulletins from the Ameri- 
can Washing Machine Manufacturers 
Association report an increase of 53.26% 
in unit sales of household electric wash- 
ers for January 1939 compared with 
January 1938. This January increase, 
although somewhat Startling at first 
glance, may possibly be a logical trend 
ot progress extending through from Oc- 
tober, the washer campaign month, when 
1938 took its first upward turn over the 
preceding year. Following the October 
advance of 4.77%, November progressed 
15.83%, December 21.78%, upward to 
53.26% in January—versus comparable 
records of a year ago. 


101,821 units 
Jan. 1938 


66 ,437 units 


It is also evident from compilations of 
the Washer Association that the trend of 
recent months has been toward increased 
buying of the less expensive models, 
those retailing for less than $50. Where- 
as in January 1939 this class of washer 
models accounted for 21.25% of the 
month’s volume, in January 1938 this 
portion of the business amounted to but 
12.77%. As a result, the general average 
price of electric washers dropped from 
$80.22 in January 1938 to $71.75 in Janu- 
ary 1939. 


Sales by Price Classifications 


Av. Ret. %to 
Units Price Total 
Below $40.00 
Jan. 1939 7,746 $35.55 7.61% 
Jan. 1938 3,500 $ 35.71 5.27% 
$40-$49.99 
Jan. 1939 13,894 $ 47.86 13.64% 
Jan. 1938 4,982 $48.79 7.50% 
$50-$69.99 
Jan. 1939 51,660 $ 64.36 50.74% 
Jan. 1938 28,888 $ 63.74 43.48% 


$70 and Over 


Jan. 1939 28,521 $106.60 28.01% 


Jan. 1938 29,067 $107.35 43.75% 
Total 

Jan. 1939 101,821 $ 71.75 100.00% 

Jan. 1938 66,437 $ 80.22 100.00% 


Saturation, January 1939 — 13,481,180 
homes, or 57.56% of total wired homes. 


GAS ENGINE WASHERS 


The upturn in gas engine washer busi- 
ness which first appeared in December 
when the unit increase rose 11.07% above 
the previous December climbed further 
in January to a 31% increase over Jan- 
uary 1938 As with electric washers, 
the increased buying of the lower priced 
models on the part of the public has 
reduced the general average price from 
$97.30 in January 1938 to $90.05 in 
January 1939. Following estimates of 
washer sales come from the American 
Washing Machine Manufacturers Asso- 
ciation: 

JAN. 1939..... 
Jan, 1938... 6,174 units 


RANGES 


_ Electric range sales of 28,074 units 
in January by NEMA members not only 
represented an increase of 51.75% over 
January 1938 but distinguished January 
as having the largest volume of any 
month since March 1938 when 28,300 
household electric ranges were reported 
sold by the NEMA group. 


JAN. 1939 28 ,074 units 
Jan. 1938 18,500 units 


Saturation, January 1939 — 2,250,170 
homes, or 9.61% of total wired homes. 


IRONERS 


Ironer sales of January 1939 show a 
decrease of 8.46% in units under Janu- 


ary 1938, with but a slight decline 
average prices; January 1939 yielding x 
average retail price of $81.68 agains 
$82.40 in January of last year. Fol! 
ing are estimates of the month’s said 
released by the American Washing \{,, 
chine Manufacturers Association: 


8,208 u 
8) 967 w 
REFRIGERATORS 


After a downward course of thirtee 
months, in which decreases ranged frop 
11.09% to 64.22%, unit sales of hous. 
hold electric refrigerators made a strik. 
ing comeback in January, registering ; 
42.98% gain over the corresponding mon: 
of last year. With the exception of Jap. 
uary, 1937, when unit sales totaled 171,40: 
no previous January in the industry’s his. 
tory came even close to approximating 
the January, 1939, volume. In percentag: 
of increase, January, 1939, was 25.34% 
above 1936, 54.08% above 1935, 326.304 
above 1934. 


Saturation, January, 1939—12,101,0 
homes, or 51.67% of total wired homes. 


LAMPS 


According to figures reported by th 
Electrical Testing Laboratories, the num- 
ber of IES base tags issued in Februar 
1939—for presumably the same number oi 
IES lamps—more than doubled the ou- 
put of February 1938. As will be seen 
from the following figures, the increas 
for January was .94% while the Februar 
increase was 134.38% over corresponi- 
ing months of 1938: 


FEB. 1939...... 39,375 IES Base Tag 
Feb. 1938........ 16,800 IES Base Ta 
8. ee 41,750 IES Base Tag 
41,310 IES Base Toy 


VACUUM CLEANERS 


The household electric vacuum cleaner 
business, which picked up slightly 
December when that month’s volume | 
the previous December by 4.9%, fell be- 
hind again in January with floor model 
21.16% short of January 1938 and hani 
models 4.13% short. 

Looking further back into January 
records, however, the 1939 prospects look 
fairly promising when it is noted tha 
although the January 1939 volume 1 
likewise 14.46% behind January 193 
it is up 5.38% above January 1936 a 
30.86% above January 1935. In each oi 
these latter years the total volum 
amounted to approximately millic 
units per year. 

The Vacuum Cleaner Manufacturers 
Association also reports average price 
of floor models at $56.31 for January 1% 
against $57.14 last January, with hand 
cleaners $15.33 against $14.81 last year. 


JAN. 1939... 
Jan. 1938... 


78,753 floor cleaners ané 
23,846 hand cleaners 
99,887 floor cleaners am 
24,873 hand cleaners 


WATER HEATERS 


Based on records reported to NEMA 
by manufacturers comprising the wate. 
heater membership, January 1939 sales 
of household electrically operated wate! 
heaters, tank type, show a gain of 98.86% 
over January 1938. 


5 ,067 units 


2,548 
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EFFE SEES $10,000,000 
REFRIGERATOR SALES 
IN DRIVE 


NEW YORK—E. F. Jeffe, vice-presi- 
nt, Consolidated Edison Company of 
ew York, Inc., 
prticipation by thirteen manufacturers in 
fe campaign on automatic refrigeration, 
hich will be carried on by the Edison 
mpany and its affiliated companies be- 
ning March 20 and ending July 31. 
e theme of this campaign, according to 
r. Jeffe, will be “old ice-box round-up,” 
sd he estimated that during the period 
the campaign sales of automatic re- 
igerators amounting to $10,000,000 
uld be made. 
The refrigerator manufacturers partici- 
ting in the campaign are: Crosley, 
ison General Electric Appliance Co. 
Hotpoint ), Electrolux, Frigidaire, Gen- 
| Electric, Gibson, Kelvinator, Leon- 
ri, Norge, Sparton, Stewart-Warner, 
fniversal (Landers Frary and Clark), 
estinghouse. 
In this campaign,” said Mr. Jeffe, 
ough cooperation of manufacturers, 
stributors and dealers and the utility 
mpanies, an allowance will be made 
vard the replacement of every old ice- 
x replaced by a 1939 automatic refriger- 
r. In addition to the trade-in feature, 
pring the period of the campaign financ- 
g terms have been arranged so that a 
stomer can purchase a three-foot or 
it-foot or five-foot or six-foot refriger- 
r at the same monthly payment. 
stablished list prices, participation in the 
ade-in allowance and such matters, have 
negotiated by manufacturers and 
stributors with their respective dealers.” 
Full details of the campaign will be 
ven to cooperating dealers at a dinner 
eeting at the Waldorf-Astoria Hotel 
n March 14, at which Floyd L. Carlisle, 


announced last night 


airman of the board of Consolidated | 


lison Company, will speak. 


The utility companies will spend about | 


350,000 in advertising over the period 


i the campaign. 


CHICAGO UTILITY SAMPLES 
EMPLOYEES 


CHICAGO—Sixty days free trial of an 
ectric range, electric water heater or 
th of these appliances is being offered 
Commonwealth Edison employees liv- 
ig in Chicago, under a plan recently 
Mmounced by William T. Reace, man- 
ger, merchandise sales. 

The appliances are being installed with- 
it charge except when the wiring costs 
xceed the company’s established allow- 
nce. Purchasers who move within two 
‘ars have the privilege of re-installa- 
m of the equipment at their new 
dresses, 


65,000 Visit Chicago Light Institute 


CHICAGO—More than 65,000 persons 
sited the Chicago Lighting Institute in 
38, setting a new high attendance mark, 
‘management recently announced. The 
revious record was set four years ago. 
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GOOD NEWS! 


January unit shipments of Speed 
Queen washers and ironers were 110 
per cent ahead January a year ago, ac- 
cording to R. I. Petrie, president and 
general manager of Barlow & Seelig, 
Ripon, Wis. In addition, a backlog of 
unfilled orders was carried over into 
February. 


General Electric refrigerator dealers 
in the New York metropolitan area 
showed a gain of 22.4 per cent in January 
retail sales over January a year ago. 
Figures from Rex Cole, Inc.; distrib- 
utor. 


January, 1939 sales of Universal 
Cooler refrigerators are more than 
double those of January, 1938, according 
to F. S. McNeal, president of the com- 
pany. 


The Mansfield works of the Westing- 
house Electric & Mfg. Company 
shipped more electric refrigerators in 
January, 1939 than in any other Janu- 
ary in the company’s history, exceeding 
shipments for the entire first quarter of 
1938, according to R.‘C. Cosgrove, man- 
ager of household refrigeration. Janu- 
ary’s record, Mr. Cosgrove added, has 
been topped by only six other months in 
Westinghouse history. 


In the month of December, 1938, sales 
of air conditioning equipment by the 
members of the Air Conditioning Manu- 
facturers’ Association were 60 per cent 
greater than in December, 1937, accord- 
ing to W. B. Henderson, executive vice- 
president of the association. Installed 
cost of equipment sold amounted to 
$3,331,000 compared to $2,081,670 in De- 


cember the year previous. 


York Ice Machinery sales for the 
first four months of the fiscal year— 
from October, 1938 to January, 1939, in- 
clusive—are 11 per cent ahead of the 
corresponding period last year, accord- 
ing to William S. Shipley, president. 
Sales in January of this year exceeded 
by more than 50 per cent those of Janu- 
ary, 1938. 


Orders received by the General Elec- 
tric Company for the first two months 
of 1939 amounted to $51,800,000, com- 
pared with $41,300,000 in the same period 
last year, according to President Gerard 
Swope. 

Factory shipments of household wash- 
ers in January totalled 109,909, an in- 
crease of 51.37 per cent over January, 
1938’s figure of 72,611, and an increase 
of 62.81 per cent over December, 1938. 
Ironers shipped in January totalled 8,208 
compared to 8,967 in January, 1938, ac- 
cording to J. R. Bohnen, executive secre- 
tary-treasurer of the American Washer 
and Ironer Manufacturers Associa- 
tion. These figures are for association 


| members only. 


Norge orders on hand at the close of 
February indicate shipments of more 
than 50,000 units of refrigerators, ranges, 
washers and ironers in March, accord- 
ing to President Howard Blood. This 
would represent an increase of 169.5 per 
cent over March, 1938, when 29,500 units 
were shipped. 

President T. H. 
Fireman Mfg. Co. 


Banfield of 
(stokers ) 


Iron 
reports 


a 30 per cent sales increase for 1939 over 
1938 to date with predictions that the 
stoker industry will set new peak records 
this year. 


Chicago had a blizzard a while back—and it was a honey. 


It paralyzed the city 


and kept a lot of people from even reaching their homes. Out at the Chicago 

Maytag Company, however, they weren't going to go without grub. And so the 

boys in the service department pressed this ironer into use for frying pork chops. 
Charles E. Ivins, auditor of the company, sent the snap along to prove it. 
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NEW APPLIANCES 
INTRODUCED AT 
PHILCO CONVENTION 


MIAMI BEACH, FLA.— Ten new 
radios, three new types of portable air- 
conditioning units, and a complete line of 
Conservador refrigeration, together with 
a new line of dry batteries and auto 
radios, were announced by Philco Radio 
& Television Corporation at its Mid- 
Winter Convention at the Palm Beach, 
Fla., Biltmore Hotel on February 16, 
17 and 18. 

Sayre M. Ramsdell, vice-president of 
Philco, assured a tremendous advertising 
program to promote the new products, 
and James M. Skinner, president of 
Philadelphia Storage Battery Company, 
announced that Philco would have a 
limited number of television receiving 
sets for the public in May. Thomas A. 
Kennally, sales manager of Philco, acted 
as chairman of all of the sessions. 

Larry E. Gubb, Philco’s President, who 
opened the sessions, commended the dis- 
tributors for their service during the past 
year and called attention to the fact that 
with radio, phonographs, television, air- 
conditioning and refrigeration, Philco 
now had a complete all-year line to offer. 

Asserting that Philco now is in better 
competitive position than ever it has been, 
with a splendid production set-up in 
Philadelphia Storage Battery Company, 
and with a happy labor relationship, 
James M. Skinner, president of Phila- 
delphia Storage Battery Company, de- 
tailed some facts and figures about Philco 
sales during 1938. 

In the afternoon session of the first 
day Philco refrigeration line was intro- 
duced by W. Paul Jones of Indianapolis, 
president of the recently-formed Philco 
Refrigerator Company. 

Mr. Jones unveiled a display of eight 
new refrigerators, 3 standard, 3 special 
and 2 economy models. He pointed out 
that with the Conservador principle ap- 
plied to Philco’s refrigerators, the usual 
six-feet cabinet is equal in capacity to 
the seven-foot cabinet, that they contain 
two-temperature refrigeration and two 
zones of humidity, have no waste space. 

The second morning of the convention 
was devoted to air-conditioning. W. S. 
Shipley, president of York Ice Machinery 
Corporation, presented an outline of the 
air-conditioning business and Philco’s 
part in it. 

York, he said had produced for Philco 
three new portable Cool-Wave units. 

President Gubb, of Philco, then dis- 
| closed the three units. He pointed out 
that there were millions of rooms in pri- 
vate homes, in offices and hotels, that 
could properly use Philco portable air- 
conditioning. He said that with this in 
mind Philco had brought out the first 
small, portable unit to care for a room 
of 155 square feet, deliver coolness equiva- 
lent to the melting of 600 pounds of ice 
a day, dehumidify the air, and operate on 
a low electric consumption with a 4 horse 
power motor, and with a low list price of 


$150.00. 
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Get Over Into Clover!’ 


i 


What's this business coming to, anyway? 
In the column at the right, we tell you 
about a hell-raisin’ sea thriller just writ- 
ten by the industry's Earl Whitehorne. 
And here is General Electric putting on 
professional shows for dealers—with all 
the fixin's. At the top is a scene from 
one of the shows "Get Over Into Clover” 
which is not an appliance dealer losing 
his pants, but a G-E service man about 
Just be- 
low is Carl Robbins, who wrote the show, 
G. J. Chapman, W. T. Christy and Carl 
Snyder, all of the specialty appliance 
department, snapped at the “premiere” 
in Cleveland. And, at the left, John 
Wicht, manager of G-E's home laundry 
equipment section, starts out on the 
road with the show and gets some valu- 
able pointers from dat ol’ debbil Joe 
Cook himself — without four Hawaiians 


to press ‘em (some service!). 


A NEW WAY TO PAY SALESMEN 


SPOKANE, 


men's ct 


WASH.—A plan of sales- 


ympensation to remove 


all sources of friction between dealers 
and power company men been 
adopted by the Washington Water Power 
Company, effective January 2, 1939. The 
plan provides for the payment of a fixed 
salary per month, to be determined by 
the total Estimated Annual Revenue 
(E.A.R.) credited to a salesman over 
the previous six month’s period. These 


will vary from $125 per month for the 
man who is credited with having brought 
in $1,100 E.A.R. during the preceding 
six months to $250 for the man who is 
responsible for a $3,750 additional reve- 
nue to the company. 
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New salesmen are to start at $75 dur- 
ing their period of training, which shall 
be not less than six months. When they 
become full time salesmen they receive 
$100 a month for 12 months, after which 
they are eligible for advancement to the 
$125 rank. If they do not attain the 
minimum requirement for the first rank, 
they are automatically dropped from the 
list. 

Salaries are to be adjusted at the be- 
ginning of each six months’ period, each 
man being eligible for advancement one 
step if his record so indicates. The 
E.A.R. record includes all new business 
credited to the salesmen, including sales 
made through dealers in which he has 


assisted. Replacement sales of ranges 

and water heaters are figured at 50 per 

cent of the established E.A.R. for this 
record and no E.A.R. credit is allowed 
for sales to employees of the company. 

In addition to this program, a schedule 
of performance rating has been set up 
which gives credit to his personality and 
cooperative spirit. The following fac- 
tors are considered in alloting each man’s 
performance rating : 

1. General conduct of the salesman with 
respect to dependability, punctuality, 
resourcefulness, honesty, willingness, 
interest in his work, attitude toward 
coworkers and personal appearance— 

Rating up to 20% 

2. The spirit in which the salesman has 
carried out assignments given by his 
SUPETIONS Rating up to 20% 

3. Ability of the salesman to make friends 
for the company from every customer 
es Rating up to 20% 

4. Ability of the salesman to sell the 
various services of the power company 
and maintain good dealer relations— 

Rating up to 20% 

5. Balance load building pertormance— 

Rating up to 15% 


6. Seniority with the company (pre- 
_ mium). Five years or longer gives 
eer Rating up to 5% 


Each salesman’s performance is to be 
graded every six months by the division 
manager and division salesmanager in 
collaboration with the assistant general 
manager in charge of sales—and any 
salesman whose rating is under 75 per 
cent is not eligible for advancement to 
a higher salary step, even though his 
E.A.R. credit qualifies him for the higher 
figure. Car mileage is allowed in addi- 
tion to these figures. 

It is hoped through this schedule to 
provide a basis for compensation which 
will guarantee an assured income for the 
salesman for six months and which re- 
wards individual initiative at the same 
time that it withdraws any incentive to 
— ranks in competition with dealer 
sales. 


B.C. ELECTRIC GIVES UP 
SMALL APPLIANCE 
SALES 


VANCOUVER, B. C.—The British 
Columbia Electric Railway Company, 
with headquarters in Vancouver, B. C. on 
January Ist joined the ranks of those who 
are confining their merchandising activi- 
ties to the major electrical appliances. In 
the future, the company will gradually 
withdraw from the sale of radios, wash- 
ers, vacuum cleaners and allied appliances, 
leaving this activity to local dealers. The 
pian is to go into effect gradually in 
order not to throw the market into con- 
fusion by the sudden sale of stock on 
hand and also to give employees in these 
departments an opportunity to find em- 
ployment elsewhere. Customers who have 
purchased these appliances or may do so 
in the interval before the company en- 
tirely closes these departments are pro- 
tected by the facts that the service de- 
partment is to be continued. 

This move is in line with the plan out- 
lined by W. C. Mainwaring, general sales 
manager, when the company first an- 
nounced its dealer cooperative program 
in 1936, looking to the time when co- 
operating dealers should have so increased 
the scope of their activities that they 
should be able to take over the complete 
handling of these appliances without 
diminishing the volume of sales. The 
appliances which are being dropped from 
the power company’s merchandise list 
represent approximately 37 per cent of 
the total annual sales of the company in 
past years. A figure of about $250,000 
is placed on the account of business which 
will now be available for dealers. Pro- 
motional support and full cooperation 
will continue to be offered to dealers in 
their sale of the discontinued appliances 
through the power company’s Dealer Re- 
lations department and the Home Appli- 
ance Council of the Electrical Service 
League. 
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EARL WHITEHORNE volu 
to s 
T'S a blood-and-thunder tale, mate, 
and it makes “Mutiny on the Bounty appl 
look like a quiet tea-party by comparisor. on 
It's called "Supercargo” and we wouldnt 
be telling you about it (we don't go inf disp 
for book-reviewing) except for the fac HM been 
that it was written by Earl Whitehorn rang 
one of the founders and editors o plan 
ELECTRICAL MERCHANDISING. 
a true story, too, as Earl's father 
captain's clerk aboard the sloop-of-we oe 
Iroquois in 1868 when the derelict 
barque, Cayolte, came drifting in to the Ming 
Japanese port of Hakodadi, carrying 4 user 
jibbering coolies. That's where the stoy—% the 
begins. From there on it's murder, pi "all 
racy, torture, mutiny and execution « and 
one of the most horrific tales of the se ket 
begins to unfold. There was that matte tha 
of a bloody handstain, for instance, tha! wit 
was hard to explain; there was, in fact Fre 
complete mystery about this drifting MR pro 
ship of death until young Whitehorn dea 
happened to find a secret panel with lac 
the ship's papers. And then—the starved 
coolies began to let fall little damning - 
words— words which drew the noose jo 
tighter about their own necks — bu! 
which, fitted together, make up one i} 
those unbelievable tales that, once ins 
century come dripping up from the 
seven seas. The supercargo, John Dous: 
las—but get your own copy! Stake out 
a bottle of rum and forget the app: 
ance business for an evening! (Funk & 
Wagnalls, $2.50) 
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cOPCO ADOPTS RANGE 
TRADE-IN BLUEBOOK 


Announcement of a policy of main- 
taining a bluebook schedule of prices on 
range trade-ins, plus an offer to pur- 
chase electric ranges taken in trade by 
retail dealers at bluebook prices less 
2) per cent marks the 1939 range sales 
slan of the California Oregon Power 
Company. Glenn Jackson, vice-presi- 
dent in charge of sales, in commenting 
on the new program, said: 

“In territories having a high range 
saturation the problem of replacing cus- 
tomer merchandise in order to maintain 
customer satisfaction and service is be- 
coming more or less a serious problem 
in that older equipment 
expenditure of a considerable amount of 


and the customer for maintenance. The 
dealer on the other hand cannot profit- 
ably push range replacements unless some 
witiet is assured for the returned mer- 
chandise. 


yarious Communities to establish trade-in 
prices along the lines of the system now 
used in the automobile industry. In or- 
der to make the business profitable to 
the dealer, trade-in prices must neces- 
sarily be held to a low figure, which in 
some cases are too low to develop 
volume. The dealer must then, in order 


RNE 


to salvage the profit tied up in used | 
merchandise, rebuild and guarantee this | 
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appliance for the purchaser. 

“Recognizing that many dealers are 
not equipped to modernize old equip- 
ment and realizing that the problem of 
disposing of trade-in merchandise has 
been a detriment to many dealers in the 
range replacement business, the following 
plan has been inaugurated: 

“A used range ‘blue book’ has been 
up establishing maximum trade-in 
allowances for various models of elec- 
tric ranges to be used by the utility 
company and dealers as a guide in pric- 
ing allowances. The company buys all 
used electric ranges from the dealers at 
the ‘blue book’ price less 20%. These 
ranges are then rebuilt by the Company 
and resold as used merchandise. From 
the dealer’s standpoint an immediate mar- 
ket for used equipment is assured, so 
that every transaction can be clean cut 
without tying up profit in used equipment. 
From the company’s standpoint such a 


5 program gives encouragement to the 
| Whitehorse dealer to help maintain modern and satis- 
+ panel with factory load sources and provides the 


company with equipment which can be 
rebuilt and sold to the lower income 
brackets for a price within 
tomer’s ability to pay.” 
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These three pictures give a pretty good 
idea of the spacious handsomeness of 
the new headquarters of the Nilsson Dis- 
tributing Company, 206 Jefferson Ave., 


Grand Rapids, Mich. In this case, the 
distributor departed from the conven- 
tional wholesale appliance set-up and 
took over a former automobile showroom 
and service garage outside’ the com- 
mercial district. Main display room, 
right, is 40 x 40 ft. square with tile 
floor and pale green walls. The stock- 
room has 8,000 feet of floor space and 
the model kitchen, (above) is the last 
word. 


Two Shavers Free 
BRIDGEPORT, CONN.—Announce- 


ment has been made of a special Rem- 
ington Rand pre-Easter deal on electric 


shavers effective February 15th to 
March 3lst. . 
Edward V. Hickey, General Sales 


Manager of General Shaver Division of 
Remington Rand Inc., said that “electric 
shaver dealers during this period will 
have a mark-up of 100% and a profit of 
50% on the special combination deal.” 

With every 6 Remington Close-Shavers 
purchased by a dealer, he will receive 
2 Rand Close-Shavers free. Effective ad- 
vertising and promotion material has been 
sent to the retail trade. 
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Women's Magazine Editors Get an Earful 


Webb Theleen, manager of Dishwasher and Disposall sales for General 

Electric at Nela Park, tells the editors of national women's magazines 

about the sales and consumer benefits of his products at a recent meeting 
in Cleveland. G-E kitchen formed the background for his talk. 
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An exterior view of the handsome new quarters of the Nilsson Distributing 
Co., Grand Rapids. 


New Distributor 
Appointments 


Apex—Magic City Appliance Company, 
Birmingham, Ala. (Newly-formed com- 
pany; E. H. Abernathy, president, form- 
erly with E. R. McDavid Co.; B. G. 
Chew, vice-president and Mayo Manasco, 
secretary); Gerlinger Equipment Co., 
Toledo, Ohio; Electric Lamp & Supply 
Co., St. Louis, Mo. (W. I. Hansen, 
vice-president in charge of sales) ; Radio 
& Motor Service Co., Altoona, Pa.; Na- 
tional Mill Supply Co., Ft. Wayne, Ind. 


Stewart-Warner—David Kaufman's 
Son’s, Baltimore, Md.; Appliances, Inc., 
Cincinnati, Ohio (both radio); House- 
hold Appliance Corp., New Orleans, La. 
(refrigerators, ranges and radio). 


Hotpoint—The M & M Co., 5600 
Prospect Ave., Cleveland, Ohio (Newly- 
formed company; J. C. McLean, presi- 
dent; J. O. Henon, secretary, treasurer 
and general manager; R. F. Stump, sales 
manager; A. J. Wisnesk, purchasing 
agent; E. A. Moritz, credit manager; 
H. D. Hill, service manager; P. 
Tompkins, Akron branch manager and 
Richard Cames, Akron service manager. 


Blackstone—The Garfield Electrical 
Supply Co., New York City. 


Barlow & Seelig—New distributors 
have been appointed in three states: 
Southland Distributors, Inc., Jacksonville, 
Fla.; Brown Distributing Co., Atlanta, 
Ga.; and Shapiro Sporting Goods Co., 
Newburgh, N. Y. 


Leonard—A. H. Marshall Co., Platts- 
burgh, N. Y.; Otasco Supply Co., Tulsa, 
Okla.; Magic City Appliance Co., Birm- 
ingham, Ala.; Page-Williamson, Inc., 
Charlotte, N. C.; Enger Supply Co., Min- 
neapolis, Minn.; Morris Distributing Co., 
Binghamton, N. Y. 


Prima—Electric Warehouse, 1320 West 
Erie Ave., Philadelphia, Pa. 


Standard Electric—Magic City Appli- 
ance Co., Birmingham, Ala. 


Electromaster—Magic City Appliance 
Co., Birmingham, Ala. 


_ Warren Telechron—A pollo Distribut- 
15 Shipman St., Newark, 


New Booklets to Help You 
Sell 


If you are selling commercial cooking 
equipment to lunch bars, restaurants and 
food counters, you will want a booklet 
just out called “One Cent”, published by 
the Commercial Cooking Council, 420 
Lexington Ave. N. Y. It shows how 
food dispensers save money with elec- 
trical equipment. 


“Things to Make with Dry Batteries” 
is a free gift offer book with the Burgess 
Little-Six and Twin-Six Ignition bat- 
teries. The book tells boys how to make 


' electrical toys that work. Dealers get a 


counter promotion piece to use in con- 
nection with the offer. 


The Hotpoint advertising and sales pro- 
motion program for the first six months 
of 1939 is presented in a new booklet 
“Headline for 1939”. If you want one 
write W. A. Grove, advertising and sales 
promotion manager, Edison General Elec- 
tric Appliance Co., 5600 W. Taylor St., 
Chicago, 

Midwest Appliance Parts Co., 
West Division St., Chicago, Ill. has a new 
catalog out (No. 109) listing hundreds of 
vacuum cleaner and washing machine 
parts. Retail and wholesale prices are 
both given. 

Nearly a hundred types of fans are 
listed in “Emerson-Electric Fans for 
1939"—a 26-page catalog just issued. 
Copy will be mailed if request comes on 
company stationery. 
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C. B. Warren, president of Warren-Norge, metropolitan distributors for Norge is abl 
in New York City, inaugurates the first public automatic telegraph, installed by by hi 
Western Union to serve an entire office building. The message was addressed than | 
+ 395 to Howard Blood, Norge president, ordering 1,000 Norge refrigerators, 1939 Th 
model. Dropped in the box, it was automatically transmitted to Detroit. eir-p 
se 
super 
IRONS EVERYTHING = 
REA ACTIVE IN LOAD BUILDING - 
Mi 
part 
sees resses, 00! Administrator Carmody's Testimony | Other contract modifications adopted in for | 
Before Congress Reveals | the light of experience include (1) the plans 
lnterestine Facts dropping of the old rule that interest pay pres: 
“World's Easiest-to-Use Electric Ironer” is no 9 ments would start 1 month after energiza ness 
idle claim—the Victor Mono-matic is exactly tion = a — me 2 3) 
months after the date of the loan; (2 tutul 
can be converted instantly to Knee Control if — od = of - orrowers = \ | ments from 1 year after the loan to from acl 
desired . . . Its big 20-inch Roll irons large pieces unds 1eir members, as a rule, have | 18 to 30 months. The Administrator has lepa 
binet i had little experience with the problems | the authority to grant individual exten- stret 
practically as fast GS CRP CREE C8 inet iTOnerS... of organizing and conducting large-scale | sions up to 5 years when these payments ur 
And with the now Selective Lag,” any woman enterprises, and none with electric utility | cannot be made when due. He has ap look 
can produce ‘professional work the very first problems. Consequently the REA must | proved “several” such extensions for pe- 
time! In short, the portable Victor Mono-matic be more than simply a lending agency— | riods of “a few months” respecting inter- 
looks like an ironer and irons like one! it must itself perform many tasks nor- | est and from 1 to 2 years on amortization E 
mally done by a borrower, including: | —none longer. Questioning brought out 
A BIG NEW MARKET! (1) making basic studies to determine | the fact that no public announcement is N 
“World's Easiest-to-Sell Electric Ironer’’—the the probability of self-liquidation; (2) | made by REA when such extensions are zat! 
Mono-matic is a real door-opener! The right size aid in solving engineering and legal prob- | granted, although the fact may or may 101 
to be taken directly to a prospective buyer's lems; (3) give general supervision to | not be published by the local manage- Me 
door . . . light enough for a woman to carry to a ae oe eee ry oadbuilding activities have an impor Cr, 
card table —— we house . . . priced low agement can be selected and trained; (4) | tant influence upon the self-liquidating ] 
enough to appeal strongly to every woman— after operation begins, maintain “an inti- | abilities of a project, and for this reason ind 
and her husband —who has thought an electric mate supervisory relationship” over the | REA is laying great stress upon such eC 
ironer was beyond her budget . “* the Victor projects until their obligations shall have | efforts. REA personnel is now limited so wi 
Mono-matic is designed for the “hottest’’ market been liquidated. that it is possible on the average to visit ter 
in the home appliance field today! Construction aoete on REA projects | each individual project only once every Be 
average about $970 per mile ; under favor- | two years; Mr. Carmody rec uested funds vis 
WRITE FOR DETAILS TODAY! | able circumstances the minimum has been | to increase utilization tonmaae’ in order ac 
With four big features exclusively Victor’ s—with | as low as $570 per mile. to have a week annually with each proj- | 
an aggressive national advertising campaign to | Che $143,000,000 available for the cur- | ect. ; During the year ending August. ag 
18,000,000 readers of that phenomenally Jive | "e"t fiscal year will all be loaned out | 1938, REA’s loadbuilding forces _ held sa 
oe 5 ps before the end of the year next June 30. | 1,206 meetings attended by 160,148 per 0 
magazine, LIFE, starting in March —with many : 
. ; (Of this, $3,000,000 was carryover from | sons. This activity benefits not only REA th 
other sales-compelling dealer helps available— ~ 
; ;  o the preceding fiscal year). Applications | projects but also private utilities. The L 
and with Victor's liberal plan that makes your ili ‘ded 
ofit bigger—you can’t afford to miss this big ave been recety lor projects totalling instruction thus provided is apparently ul 
ees ; : $153,000,000 and, with 28 weeks to go, | welcomed by the farmers and the meet- q 
profit- boosting opportunity. Write for complete they are coming in at the rate of $4,000,- | ings draw attendants for many miles. 
information — today! 000 per week. As of the end of calendar | That such activities have large potentiali- si 
1938, the 350 REA projects built and | ties is indicated by the fact that intensive r 
energized totalled 70,000 miles serving | effort on one Wisconsin project signed fi 
VICTOR ELECTRIC PRODUCTS, Inc. 160,000 farms, 800,000 persons. Additional | up 499 new customers in two weeks, € 
— t 2 projects are being energized at he rate | which, at the minimum bill, meant a h 
2981 Robertson Avenue, Cincinnati, Ohio of 2 or 3 per week. monthly increase of $1,700 in the project's 
The present law provides that REA | revenues. 
loans must be amortized in a maximum The growth of the load on REA pro)- 
| of 25 years. The first contracts were for | ects is indicated by the following figures 
20-year amortization, but he practice now | (100% equals estimated used in figuring 
is to allow the full 25-year maximum. 


Time energize No. of projects 


% revenue 


the feasibility of a project): 


% of customers 
connected using 


% customers than minimum bil! * 
6 mo. or less...... 25 48 57 53 
mo......... 58 63 49 
12-18 mo........ not given 7 5 4s 
18 mo. or more.... not given 92 2 45 


* Mr. Carmody pointed out that 
amount of current. 
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A. J. Lindeman & Hoverson Co. 


At a recent meeting of the stockholders 
f A. J. Lindemann and Hoverson Co., 
\Milwaukee, Wis., E. A. Lindemann was 
elected president and treasurer of the 
company, making him one of the youngest 
major executives in the stove industry. 
He likewise continues his position as gen- 
eral manager. 


A. E. LINDEMANN 


Furthering modern improvements in 
the manufacture of ranges, heaters, cook 
stoves and water heaters, Mr. Lindemann 
is ably fitted to carry on the work started 
by his father A. J. Lindemann, more 
than half a century ago. 

The factory covering ten acres of 
ground in one of Milwaukee’s industrial 
sections, enjoys an international reputa- 
tion for producing cooking appliances of 
superior quality and is one of the leading 
manufacturing establishments in the in- 
lustry. 

Mr. Lindemann has taken an active 
part in the management of the company 
for a number of years. In discussing 
plans for future developments, he ex- 
pressed an optimistic outlook for busi- 
ness in 1939. Said he, “Prompted by a 
belief that the coming year holds a bright 
juture for increasing activity in our lines, 


we are expanding our manufacturing 
facilities. Engineering and production 
lepartments have been materially 


strengthened, and with the re-styling of 
ur products we have every reason to 
look for constantly increasing demands.” 


G-E Construction Materials Sales 


New appointments in the sales organi- 
zation of the Construction Materials Divi- 
sion of General Electric’s Appliance and 
Merchandise Department, Bridgeport, 
Conn., were announced recently by J. H. 
Crawford, manager of the division. 

Edward Fox, formerly with the G-E 
industrial department, New York, has 
heen appointed manager Of district No. 2, 


wiring materials sales, with headquar- 
ters ip New York. He succeeds F. D. 
Bedelf, who has been appoihted super- 
visor‘ of special wiring device field 


activities. 

O. W. Cerny has re appointed man- 
ager of district No. 4, wiring materials 
sales, with headquarters in Cleveland, 
Ohio. He was formerly a wiring mate- 
rials district representative, and succeeds 
L. F. Kummel, who has been appointed 
underfloor duct specialist with head- 
quarters at Bridgeport. 

H. A. Cook has been appointed as- 
sistant commercial engineer wiring mate- 
rials, at Bridgeport. Mr. Cook was 
formerly manager of the miscellaneous 
construction materials sales section, which 
has been discontinued. 


Underwriter's Laboratories 


H. W. Going, chief electrical inspector 
of Portland, Ore., and L. S. Bush, chief 
engineer, Board of Fire Underwriters of 
the Pacific, San Francisco, have been ap- 
pointed members of the Electrical Coun- 
cil of the Underwriters’ Laboratories. Mr. 
Going will be remembered as having been 
responsible for one of the first ordinances 
of the country banning sale of substand- 


Rew Pasitions of the Mouth 


ard appliances in his community. 


ELECTRICAL MERCHANDISING—MARCH, 


Cramer-Krasselt 


A. W. Seiler, agency president, has re- 
cently announced appointment to the staff 
of The Cramer-Krasselt Co. of Arthur 
E. Smith, formerly associated with the 
advertising and sales-promotion depart- 
ment of the General Electric Co., in the 
specialty appliance sales division, and 
the commercial refrigeration department. 

Smith joins The Cramer-Krasselt Co. 
with 17 years of experience in selling, 
advertising, and sales promotion, largely 
in the home-appliance field. 


Airtemp 


Airtemp Division, Chrysler Corpora- 
tion, Dayton, Ohio, announces the ap- 
pointment of Earl Marr and Harry 
Futoran as Metropolitan New York dis- 
tributors for the Airtemp line of oil-fired 
residential heating, residential cooling 
equipment, and conversion oil burners. 


EARL MARR 


Earl Marr, who heads the operation, 
marketed a well-known oil burner for 
years, through an extensive dealer or- 
ganization, covering major eastern mar- 
kets. Harry Futoran has been associated 
with Mr. Marr since 1934. 

The company, Marr and Futoran, Inc. 
will have headquarters in Brooklyn. 


Washington Water Power 


Kimball Jack, formerly associated 
with the Utah Power & Light Company 
at Salt Lake City, has moved to Spokane, 
Wash., to take over the duties of manager 
of sales promotion and ‘advertising for 
the Washington Water Power Company. 


Puget Sound P & L 


R. W. Clark, merchandise manager 
for the Puget Sound, Power & Light 
empany, has been made a member of 


fe national committee of the Electric 


Water Systems Council. 


McLennon, McFeely & Prior 


F. W. Marsh, formerly supervisor of 
laundry equipment for the B.C. Electric 
Railway Company is now in charge of 
electric appliance sales for McLennan, 
McFeely & Prior, Ltd. This firm is re- 
modeling its store and getting ready to 
take over its share of the $250,000 worth 
of appliance business thrown into open 
market by the withdrawal of the power 
company from the merchandising of all 
but major appliances. 


Pacific Gas & Electric 


R. E. Fisher, vice-president in charge 
of sales and public relations of the Pa- 
cific Gas & Electric Company, has been 
elected to the position of secretary to the 
Board of Directors of the Electrical Ap- 


1939 


pliance Society of Northern California, 
filling the position formerly occupied by 
the late Hugh M. Crawford. Bert Reyn- 
olds, promotional director of the Appli- 


_ ance Society, has been appointed domestic 


sales promotion manager of the P. G. 
& E. and will be assisted in his Society 
work by O. E. Rush, formerly dealer 
contact representative of the Pacific Gas 
& Electric Company in San Francisco. 


Southern California Edison 


Changes in the personnel of the South- 
ern California Edison commercial depart- 
ment include the appointment of R. C. 
McFadden, former new business manager, 
to the position of sales manager in charge 
of sales activities, reporting to commercial 
manager C. E. Houston. R. Wal- 
bridge, formerly division manager at Al- 
hambra, becomes assistant commercial 
manager. 


Robertshaw 


Consolidation of the sales organization 
of Robertshaw Thermostat Company, 
Youngwood, Pa., and its affiliate, the 
American Thermometer Co., St. wre 
Mo., has been announced by John 
Robertshaw, vice-president and 
manager. Mr. Robertshaw also an- 
nounced the election of H. T. Ryan as a 
vice-president. Mr. Ryan, formerly Rob- 
ertshaw sales manager, will assume man- 
agerial duties relating to the activities 
of the two companies and another affiliate, 
Grayson Heat Control, Ltd., Lynwood, 
Calif. 

The merger of the sales organizations 
resulted in the establishment of a num- 
ber of new positions. T. T. Arden, for- 
merly sales manager of American Ther- 
mometer Company, has been named 
sales manager in charge of domestic ap- 
pliance control sales. Glenn Bowman has 
been appointed manager of the East Cen- 
tral division; J. E. O'Hagan, manager of 
the Central division; Frank Post, man- 
ager of the Eastern division; and M. S. 
Unger, manager of the home office divi- 
sion and export manager. 

Sales of all three companies west of 
the Rocky Mountains will be handled by 
Grayson Heat Control, Ltd., under Louis 
H. Decker, manager at Lynwood, and 
Hal Singleton, sales manager. 


R. G. Warner 


Announcement was made recently that 
R. G. Warner, well-known in the wash- 


ing machine field, has resigned as adver- 
tising and sales promotion manager for 
Horton Manufacturing Company to join 
the staff of Louis E. Wade advertising 
Wayne, Ind. 


agency, Ft. 


R. G. WARNER 


Prior to his association with the Horton 
Manufacturing Company, Mr. Warner 
was with the Delta Electric Company at 
Marion, Indiana. 

Mr. Warner, in his capacity as ac- 
count executive with the Wade agency, 
will specialize in electrical appliance ad- 


Hotpoint 


Charles D. Spaid has joined the ad- 
vertising department of the Edison Gen- 
eral Electric Appliance Co., Inc., makers 
of Hotpoint Home Appliances, according 
to an announcement by W. A. Grove, the 
company’s advertising and sales promo- 
tion manager. He will be in charge of 
Hotpoint refrigerator advertising and 
sales promotion. 


CHARLES D. SPAID 


Until 1932 Mr. Spaid specialized in 
lighting advertising and sales promotion 
campaigns for the incandescent lamp de- 
partment of the General Electric Com- 
pany. In 1933 he joined the General 
Electric Supply Corporation. Later he 
prepared sales promotion campaigns di- 
rected toward metropolitan markets, for 
the RCA Victor Corporation, Camden, 
N. J. 


Porcelain Enamel Institute 


In launching its enlarged promotion and 
publicity program for 1939, the Porce- 
lain Enamel Institute, Chicago, announces 
the appointment of Paul W. Keating as 
director of publicity. 

Mr. Keating is a partner in the firm 
of Davee, Koehnlein & Keating, and Ken. 
M. Davee of that organization will also 
be associated with the Institute’s research 
and publicity work. 

Both men have been engaged for several 
years in the development of sales train- 
ing programs for such companies as the 
General Electric Company, Standard Oil 
of Ohio, Iron Fireman Mfg. Company, 
Shell Petroleum Corporation and others. 

As managing editor, Mr. Keating di- 
rected the production of the training pro- 
gram sponsored by General Electric in 
which more than 5,000 home lighting 
advisors, supervisors, and commercial and 
industrial lighting salesmen were enrolled. 
His experience also includes editorial 
work on newspapers and magazines in 
Chicago, New York and Washington. 

Dr. Paul L. Smith of the National 
Bureau of Standards in Washington has 
been reappointed for 1939 as research as- 
sociate of the Porcelain Enamel Insti- 
tute, according to an announcement issued 
by R. R. Danielson of the Metal & Ther- 
mit Corporation, Cartaret, N. J. Mr. 
Danielson is chairman of the Institute’s 
Technical Research Section. 

Dr. Smith has been conducting techni- 
cal research projects for the Institute 
since his original appointment in August, 
1937. For the last year he has been 
working on a test for impact resistance 
of enamels, and more recently has been 
developing a standard test of chip re- 
sistance of porcelain enamels. 


Warren-Norge 


C. B. Warren, president of the Warren 
Norge Company, Inc., metropolitan dis- 
tributors of Norge Home Appliances has 
announced the appointment of Jack Field- 
steel as sales manager of the Apartment 
House and Builders Division. 

Mr. Fieldsteel is well known in this 
branch of the business. Nine years ago 
he entered the apartment house refrig- 
erator field in metropolitan New York 
and for the past seven years has been 
associated with Bushwick-McPhilben as 


vertising. 


Apartment House sales manager. 
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ROASTERS 


HAVE THE FEATURES 
THAT SELL / 


... THE ACCURACY AND 
EFFICIENCY THAT MAKE 
SATISFIED CUSTOMERS 


MODEL 750 has Hi-Refiector Hinged Cover; 
Elevating Rack; Safety Lift Handle; Cool 
Body Handles; Shallow Meat Pan; Large 
Capacity; (Accommodates 20-Ib. turkey ); 
Ruby-Lite Signal; Hydraulic Bulb; Thermo- 
stat; Band-type Element; Automatic Control. 
ELECTRIC-APPLIANCE TABLE, Model 779-C ROASTS - BAKES - BROILS 
top and extra shelf 16"x22". Baked 


enamel finish. STEWS * TOASTS + GRILLS + FRIES 


€VERHOT KITCHEN GRILL 


(Model No. 632 with Oven No. 632-0) 


Home cooking in a square foot of space for 
apartment dwellers, summer cottages. Year- 
‘round sales appeal. Plugs into wall outlet. 
Chrome finish. Drawer equipped with remov- 
able seamless aluminum pan and broiler rack. 

Weight 11 lbs. Two heats. $12.95. 


Insulated oven finished in white baked 
enamel. Chrome-plated door. $7.00 


See also larger Everhot Electric 
Rangette Model 636. 


evel RH OT Timer CLOCKS 


NEW DELUXE Model 765—Handsomely styled. Plaskon case. 
Etched brass dial. Provides automatic “on” and “off” control of 
roasters, radios, fans and other electrical appliances. Special 
knob permits instant change from automatic to manual con- 
trol, and vice versa, without disconnecting or resetting clock. 
Price $6.95. 


STANDARD Model 760—Functions like Model 765 (except for 
control knob). Turns current “on” and “off” (or off only) at 
any desired time within 21% hour period. Makes roasters and 
other electric appliances fully automatic. Appliance plugs into 
Timer Clock; clock cord plugs into wall outlet. Price $5.95. 


Complete coverage of customer demand in type of appliances and 
price range makes the EVERHOT line particularly attractive for 
concentrated merchandising the year 'round. Roasters—Standard 
Series 755—$22.50 to $24.95; Deluxe Series 750—$24.95 to $26.95; 
also lower priced round and oval types; attractive new broiler 
attachment and frying griddle now available. National advertis- 
ing in McCall's, Woman’s Home Companion, Good Housekeeping. 
Write now for complete information. 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO, OHIO + ESTABLISHED 1884 
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American Ironing Machine Co. 


Alfred S. Reed, president of the 
American Ironing Machine Company, 
Algonquin, Illinois, announces that defi- 


nite efforts are being launched to restore 
the name Simplex to a place of leader- 
ship in the ironing machine field. “Joe” 
Wiley has been appointed general sales 
manager of the firm. Mr. Wiley for 
many years was sales and advertising 
manager for Altorfer Bros., and more 
recently in charge of sales promotion for 
the laundry division of the Norge Corp. 


JOSEPH H. WILEY 


The Simplex Ironer was the first house- 


| hold ironer on the market, and for many 


years, was alone in the field. The 
American Ironing Machine Co. is now a 


| subsidiary of the Barlow & Seelig Mfg. 


| Speed Queen washers, 


Co., Ripon, Wisconsin, manufacturers of 
ironers, and re- 
frigerators. Norman C. MacDonald, 
New York City, has been appointed East- 
ern Seaboard representative for Speed 
Queen according to V. F. Hannon, gen- 
eral sales manager of the Barlow & 
Seelig Mfg. Co., Ripon, Wisconsin. Mr. 
MacDonald was for over ten years divi- 
sional sales manager for Atwater Kent, 
and in later years functioned in a simi- 
lar capacity for the Leonard Division in 
a similar capacity for the Leonard Divi- 
sion of the Nash-Kelvinator Corporation. 


Barlow & Seelig 


Monroe A. Toussaint, for eleven years 
in charge of advertising for the Barlow 
& Seelig Mfg. Co., Ripon, Wisconsin, 
manufacturers of Speed Queen washers, 


M. A. TOUSSAINT 


ironers, and refrigerators, has been ap- 
pointed manager of the company’s sales 
promotion department in addition to his 
duties as advertising manager, according 
to R. IL. Petrie, president. 


Electrical League of the Niagar 
Frontier 


At the first regular meeting of the 
1939 Board of Directors of the Electrical 
League of the Niagara Frontier held re- 
cently, Mr. M. E. Skinner was elected 
president. Mr. Skinner for many years 
has been active in national movements. 
He was the prime mover that put the 
Better Light—Better Sight movement into 
high gear, which for a national program 


MARCH, 


| dent 


| of 


was an outstanding success from fy 
start, due to his dynamic leadershj, 
Other activities that engaged his effor, 
and enthusiasm were the Modern k itche 
Bureau and the Adequate Wiring | Ureay 


Mr. Skinner is vice-president of th 
Buffalo Niagara and Eastern Powe 
Corp. 


Robert D. Glennie, district manaver 9j 
the General Electric Supply Corp. w, 
elected a vice-president, as was also Ray. 
mond W. Mitchell, president Wipperma 
& Mitchell, Inc., electrical contr .cton, 
Richard Wahle, president Johnson- Wahi. 
Electric Co., contractors, was re-clecte 
treasurer. 

Mr. Weldon D. Smith, manager Adam. 
Meldrum & Anderson Co. departmen 
store, was elected executive committee. 
man. Also on the Executive Committe 
is Mr. Karr Parker, past president of th 
League and president of McCarthy Bro; 
& Ford, Westinghouse distributors an 
electrical contractors. 


Washington Institute 


The installation of M. C. Turpin as 
the newly elected president of the Ele- 
tric Institute of Washington, D. C. was 
the initial event in the current year’s pro- 
gram for this ambitious and aggressiy: 
organization. Formal installation sery- 
ices, at which George Whitwell, vice- 
president in charge of sales of the Phila. 
delphia Electric Company, was the 
principal speaker, were held recently 

Turpin is well known in Washington’ 
electrical merchandising circle, as he has 
been very active in the affairs of electri 
interests, both product and organizations 
He previously served two terms as pres 
of the Electric League formed 
the earlier days before the organizatior 
the present highly efficient Electr 
Institute. He is also well known for his 
work in connection with the Westing 
house Company, which he now serves a: 
merchandising supervisor. 


lron Fireman 


Appointment of Odin Thomas to the 
newly-created post of sales personnel 
manager in the general sales department 
at Cleveland has been announced by the 
Iron Fireman Manufacturing Co. Thomas 


ODIN THOMAS 


was formerly special factory representa- 
tive in the eastern division. A _ new 
sales training program is now in prepa- 
ration. 


Westinghouse 


Frank L. Nason, for many years man- 
ager of the central station department 
of the Westinghouse company at Boston, 
has been appointed New England district 
manager, succeeding the late James | 
Alexander. 


Railley Corp. 


Announce the election of Forest Book- 
man to a vice presidency of the company, 


in charge of the Shade Department ; the 
election of Jud R. Godfrey to a vic 
presidency in charge of the Chicag 
office. 
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‘ss from 


ad The Southern California Edison 
Onicompany has withdrawn all range 
allowances except for the serv- 
entrance unit, which will continue 
tell, be supplied free for range installa- 
: ons on their lines. 

Manaver * * * 

lv Corp, Was 

vas also Ray March 16 to 18 will be the date for 


the spring meeting of the Business 
Development Section of the Northwest 
Electric Light & Power Association 
at Portland, Ore. George Wisting of 
the Northwestern Electric Company is 
chairman of arrangements. Confer- 
ences will be held by the commercial 
nd industrial sales bureau, under the 
e Committe fil hairmanshin of C. T. Bakeman, Puget 
ssident of thf Sound Light & Power Co.; by the 
Carthy Bros home modernization committee, J. F. 
ributors an(f McAllister, Utah Power & Light Co., 
-hairman; by the home service com- 
mittee, R. E. Gale, Idaho Power Co., 
chairman; by the advertising commit- 


contractor, 
yhnson- Wahl 
yas re-clecte 


nager Adam. 
departmen; 
committee. 


lute tee under G, L. Stanton of the Idaho 
Power Co.; and by the rural sales 
Turpin fbureau, Earl A. O'son, Idaho Power 
of the Ele.{ Company, chairman. 
D. Was 


it year’s pro. 
d agegressiy: 
llation sery- 
itwell, vice. 
f the Phila- 
Was the 
1 recently 

N ashington’s 


Rate reductions to be announced by 
the Pacific Power and Light Company 
will form the theme of the spring 
activities of that company. Advertis- 
ing, bill stuffers and sales promotions 
will all feature the idea of savings 


le. as he haf *rough use of more appliances, to 
of electrics the end that bills will not be reduced, 
rganization ut use increased. 


ms as pres 
> formed 

organizatior 
ent Electr 
iown for his 
Westing 


* * * 


The Hon Electric Company of Boise 
has recently moved to new quarters 
nd is providing a modern and at- 


tractive background for the of 
ne Westinghouse line of electric 
appliances. 
* 
February and March: will be range 
mas to the and washer promotion months for the 
> personne #7 C. C. Anderson Company of Boise, 
department Ida. 
nced by the ¢ 
0. Thomas 


A range and refrigerator broadside, 

with two follow-up letters and a field 
campaign is planned by the Holmes 
Electric Company of Boise, Ida., for 
the early spring months. 


* * 


The Montana Power Company is 
planning a series of dealer meetings 
in the early spring at which the de- 
tails of the company’s cooperative pro- 
gram for the year will be announced. 
The plan follows along the same lines 
as have been so successful during the 
past years 


* * 


ment basis were January specials for 
the Southern California Edison Com- 
pany and cooperating dealers. 


representa- * * * 
new 
; in prepa- Hawaii won its third consecutive 


victory when dealers and salesmen of 

the Hawaiian Electric Company were 

again conceded winners of the West- 

inghouse company’s annual refrigera- 

tor inter-distributors’ Fight Fest of 
years man- 1938, having sold highest percentage 
department of quota in a three-month test, de- 
at Boston, teating the Westinghouse’ Electric 
ind district Supply of Butte, Montana’and H. E. 
James P Saviers & Son of Reno. 


* * * 


A recent joint meeting of the south- 
ern California section of the IES and 
the Southern California Fixture Deal- 
ers’ Association resulted in a move- 
ment to coordinate the activities of the 


rest Book- 
company, 


tment ; the two societies, aimed at their common 

to a_ vic goal of better home lighting. Frank 

> Chicago A. Hansen, director of the Western 
Institute of Light & Vision addressed 
the meeting. 

DISING 


Electric heaters on the time pay- 


Combination Display Kitchen 


Here is a combination manufacturers’ display kitchen, combining electric 


range, electric sink and refrigerator of different makes, used for exhibition 


purposes in the Los Angeles district. 


Standard Electric Stove, Elgin 


Kitchen Cabinet, Connover Dishwasher and Kelvinator Refrigerator com- 
bine in this display. 


Western 


EWS FLASHES 


The San Joaquin Light & Power 
Corporation and the Midland Counties 
Public Service Corporation have now 
been officially absorbed by the Pacific 
Gas & Electric Company and hence- 
forth will be known as the San Joaquin 
Power Division of that northern Cali- 
fornia utility. A. E. Wishon, presi- 
dent of the San Joaquin Company be- 
comes corporate vice-president and 
assistant general manager of the P. 


* * 


Four meetings, held in Santa Rosa, 
San Jose, Santa Cruz and Sacramento 
under the auspices of the Pacific Coast 
Electrical Association’s information 
committee brought the message of 


1939 business opportunities to audi- 
ences totaling 1,000. The programs, 
which were standard for all meetings, 
included talks by R. E. Fisher, past 
president of the P.C.E.A. and vice- 
president of the P.G.&E. on the sub- 
ject, “What is the Electrical Indus- 
try?” by George Tenney of Electrical 
West, who reviewed market conditions 
under the title “What Does it Mean 
To Me?” and an inspirational talk by 
a noted economist on the industry's 
future. Santa Barbara, El Centro, San 
Diego and Reno, Nevada were sched- 
uled to hold similar meetings during 
February and March. 


* * * 


Feb. 15-17 were the dates set for 


Free-Man Stokers Presented 


Presenting the 1939 Free-Man Stoker line to Chicago dealers: F. A. 
Delano, former Gibson sales manager and more recently with Stewart- 
Warner in Chicago, is now Chicago City Sales Manager for Free-Man 


Stoker. 
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Here he is doing his stuff. ‘ 


| and washers 
| tured. 


the annual meeting of the Pacific di- 
vision of the National Electrical 
Wholesalers Association which this 
year met at Del Monte, California, 
adjourning in time for the opening 
of the Golden Gate International Ex- 
position at San Francisco on Feb- 
ruary 18. 


* * * 


Santaquin, Utah has its first elec- 
trical appliance department, opened by 
E. K. Cloward, owner of a general 
merchandise store. Hotpoint and 
Norge appliances are featured. 


* * 


Combination coal and electric ranges 
are having an especially good sale in 
Medford, Ore., according to the Med- 
ford Maytag Company, representatives 
of the Monarch line of ranges. 


* * * 


Portland, Oregon’s Range Appraisal 
Bureau, which has been operating suc- 
cessfully for the past four years to 
control the price of trade-ins on elec- 
tric ranges is about to add a schedule 
for refrigerator trade-ins to their 
activities. 


* 


A young boy working in wood at 
a bench outfitted with electrical tools 
drew crowds even in the rain, when 
he recently carried out his work in 
the window of the Northwest Electric 
Company of Portland, Ore. 


* * * 


Lipman-Wolfe of Portland, Oregon 
is extending its activities on Apex 
washers. doing extensive advertising 
and field work on that appliance. 


* * * 


To meet an unsatisfactory condition 
of “courtesy discounts,” the retail 
merchants of Spokane, Wash., who 
handle electrical appliances recently 
started the “Wholesale and Retail 
Trade Association,” to which both 
wholesalers and retailers belong. First 
act of the organization was the defini- 
tion of a “dealer”. Wholesale mem- 
bers were then asked to pledge them- 
selves to sell only to those coming 
under that definition. The association 
has also expressed its endorsement of 
the Fair Trades Act which is now up 
for consideration by the Washington 
State legislature. Officers of the so- 
ciety are: Ed Berquist, Washington 
Electrical Appliance Company, presi- 
dent; Jas. V. Morris. Palace Depart- 
ment Store. vice-president; Jas. W. 
McKain, McKain Sales Co., treasurer; 
and Jas. B. Channing, secretary. There 
are seven additional directors, all 
dealers. 


* * * 


A class in home-building sponsored 
by the lumber industries under the 
George Dean Act has recently been 
getting some excellent information on 
the advantages of adequate wiring 
for the home from E. J. Strong, man- 
ager of the Electrical League of Utah. 
The class is made up largely of young 
men who specialize in home design for 
lumber firms. 


* * * 
L. B. Flint, Kelvinator distributor 


for the Salt Lake district, is winner 
of a Nash car and a trip to Europe 


for his outstanding record of sales 
during the past year. 
ok 


A two-years-to-pay plan was fea- 
tured by Tull & Gibbs of Spokane in 
announcing electrical specials during 
their January clearance sales. Ranges 
were particularly fea- 


ox 
Two-color advertising continues to 
be used by the Washington Water 


Power Company in their effective light 
conditioning advertising. Lewis A. 
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ELECTRIC 


Lewis, assistant general manager of 
the Company, is proud of a new spaper 
editorial which appeared recently in 
the Spokane Daily Press, commending 
the company’s Better Sight advertis- 
ing as a public spirited service in the 
interest of community health. 


Radio Studios of Salt Lake have 
been staging a special sale of Norge 
ranges during December and January, 
based on a special purchase of year- 
old models which has had very satis- 
factory results, comparable in volume 
of business done to the firm’s usual 
spring and early summer range event. 


Graham Holabird, president of Na- 
tional Electric Products Company, is 
the newly-elected president of the 
Electrical Development League of 
Southern California. 


A January sale of demonstration 
washers and ironers and a special on 
radios started the year’s business for 
Auerbach’s of Salt Lake City. 


* * * 


March advertising for the Utah 
Power and Light Company is devoted 
to ironers, space heaters and washers. 
Plans for April include refrigeration 
and commercial water heaters. Space 
heaters, as spring utility appliances, 
will continue to receive attention. 


* * * 


range promotion sponsored by 
the Electrical League of Utah is sched- 
uled to run from February 15 to April 
30. This will feature a $25 set of 
aluminum ware (24 pieces) which will 
be given with the purchase of an elec- 
tric range. It is hoped that this cam- 


paign will help to promote the ase 
proper utensils for electric cooke~y ay 
do away with the use of pots whid 
v wried over from the coil ap 
Ww 4. Radio and newspaj er a4 
vertising will be used. A special di 
play of models of all ranges oining 
in the campaign is to be made at +, 
radio studio, where it will be s:en 5 
the thousand visitors weekly who af A rei 
tend this and other broadcasts. (CoM. the | 
will be shared by dealers, distri) utog Las 
and utility. 


Casper, Wyoming is celebrating , 
special refrigerator week in March 
during which power company ap 
dealers are staging special display 
and uniting in a barrage of advertising 


* * 


In Denver, Colo. I.E.S. lamps, ele. 
tric roasters, small appliances, com. 
mercial lighting and adequate Wiring 
are occupying the attention of loci 
dealers during February and Mar 
The Public Service Company's adver 
tising program adds laundry equi 
ment and vacuum cleaners to this 
list. 

* 


Herb Names of Denver heads tly 
dealer division of the Rocky Mountain 
Development League for the coming 
year. 

Visit of R. W. Carney, gen. sales 
manager of the Coleman Lamp é 
Stove Company to Butte, Montana 
was made the occasion of a quarter 
page ad by the Montana Power Con 
pany, featuring the renewal of 
“friendship of 25 years’ standing” an 
incidentally, of the Coleman line 
appliances. 

* 


Electric ranges are on the schedul 
for utility-dealer promotion by th 
Montana Power Company § durin 
April. March ads were devoted | 
laundry equipment, merchandised ex- 
clusively through dealers. 


* * 


March—laundry equipment, April— 
refrigeration, announces the Bureau of 
Radio and Electrical Appliances 
San Diego County as their promotional 
schedule. 


From Riverside, Calif. comes an- 
nouncement of the March and April 
promotion of electric ranges by the 
Nevada-California Electric Corporation 
throughout their territory. 


Prize-Winning Silex Window 


Are 


ycess 


Here's a shot of the window which won first prize in the display contest of 

the Silex Company. The window took first prize in the dealer division and 

was submitted by the Westside Hardware Co. of Buffalo, N. Y. Theme 

ties in with recent Silex advertising on “no excess acid" in coffee made 
the Silex way. 
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DISING 


Este: Park, Colorado has been se- 
ted as the location for the 1939 
vention of the Rocky Mountain 
jectrical Development League. The 
xact (date of the meeting has not 
been set, but it will probably take 
Jace carly in September. 


* * * 


A refrigerator campaign was started 
yy the Mesilla Valle Electric Company 
t Las Cruces, N. M. during March. 
Paeuary in this section was devoted 
L.E.S. lamps. 


* * * 


From Gallup, N. M. comes the re- 
wt of a March adequate wiring and 
lectric kitchen promotion. 


* * * 


Irons, refrigerators and ranges were 

featured in the advertising of the 
Southern Colorado Power Company 
; Pueblo during March. 


* * 


A February special on waffle irons 
ccupied the attention of the Sheridan 
County Electric Company of Sheridan, 
Wyo. 

7 ok 


Laundry equipment, including wash- 
rs, ironers and irons, received atten- 
tion from the Colorado Central Power 
Company at Fort Lupton, Colo. dur- 
ing February. 


R. J. Lewis takes over the manager- 

ship of the General Electric Supply 

Corp. in Pittsburgh, according to a 

recent announcement in the Leaguer 
of that city. 


A cooperative range and refrigera- 
tor display was put on by dealers and 
power company of Trinidad, Colo. dur- 
ing February. 


* * * 


About 60 women attended the cook- 
ing school held by the Cole Refriger- 
ation Company of Great Falls, Mon- 
tana. Salesmen invited prospects and 
announcement of the event was made 
during the store’s regular radio pro- 
gram. A turkey, cooked to perfec- 
tion on the electric range, was given 
away as a door prize. 


* * * 


The Kirby & Steele Maytag Shop 
of Butte, Montana recently renovated 
and remodeled its quarters. This store, 
which also operates a retail outlet at 
Dillon, Montana, observed its fifth 
anniversary on February 7, 1939. A 
recent promotion of this store involved 
the daily washing and ironing of dol- 
lar bills in a Maytag washer in the 
window. 

* * * 


Emphasizing that electricity, as 
merely another source of heat, re- 
quired no relearning of cooking meth- 
ods was the article on electric ranges 
On the farm which recently appeared 
in the Butte Montana Standard over 
the signature of Ira Miller of the 
Rural Electrification Bureau. 


And yet, just one of them, to the 
man on the line, is the Mr. Smith... 
Names, names, names of products, 
all clamoring to be remembered, 
recognized, and approved. Such 
approved recognition, however, 
does not come by wishing or 


yelling for it. It is bestowed, 


but there ace 1725 Smiths, 


The Wine That Made Kew! Electric Heat Possilde 


listed 


or denied, by those who use the 


product. ... In the field of heating- 
element wire, the appliance industry 
gives this approval to “Chromel”, 
whose performance over a stretch of 
thirty years has earned that award. 
Hoskins Manufacturing Com- 


pany, Detroit, Michigan. 


CHROMEL 


a coop wame in HEATING ELEMENT 
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CONTINUES TO BE THE GREATEST 
WASHER SALES STIMULANT! 


Women all Kleenett¢ 
Washing’ 
or Mid-wee 


MANUFACTURING CO., Fort Wayne, nd. U.S.A. 
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A “Buy Now” program which it is 
expected will bring in every industry 
and will become national in its scope 
has been inaugurated by the Rocky 
Mountain Electrical Development 
League. Originator of the idea is 
Gaylord B. Buck, general commercial 
manager of the Public Service Com- 
pany of Colorado, chairman of the 
promotion section and president of 
the Denver League. 


* * * 


A special spread of G.E. publicity 
and advertising announced both the 
open house showing of the new 1939 
line in San Francisco stores and the 
House of Magic exhibition at the 
Golden Gate Exposition which became 
available to the public on February 
18. 


Floodlit Hens 


The county sheriff of Los Angeles 
County is responsible for a campaign 
to promote the better lighting of poul- 
try yards, with the idea of discourag- 
ing thievery of chickens. The campaign, 
which started last fall, has been so 
successful that poultry theft was re- 
duced to one-tenth the record of the 
previous year. 


Hale Bros. of Sacramento is fea- 
turing the meter-ator plan of refrig- 
erator purchase for a Briggs refrigera- 
tor. They recently offered “at least 
$10” on old radios in a_ chair-side 
radio sale. 


* * * 


F. H. McGinnis of Sacramento, 
Calif. offers a 30-day trial on Little 
Giant Tray washers which he is sell- 
ing for $69.50. 


* * 


Buford’s of Fresno, Calif. held open 
house, remaining open evenings from 
Jan. 30 to Feb. 4, and presenting every 
visiting lady with a cook book as long 
as they lasted. This store has added 
a new kitchen planning department of 
their own, free to customers remod- 
eling their old kitchens or building a 
new home. 


* * * 


The Fisher-Glassford Hardware 
Company of Fresno, Calif. is carrying 
out a program of expansion which in- 
volves moving the electrical depart- 
ment into new quarters and redecorat- 
ing the enlarged store in robin’s-egg 
green, ivory and white. They have 
taken over the space formerly occupied 
by the Hocket-Cowan Company, which 
in its turn has purchased Cook’s Music 
Shoppe and is moving to larger quar- 
ters across the street. 


* * 


The Thompson-Holmes appliance 
distributing organization of San Fran- 
cisco recently opened a Fresno, Calif. 
branch in charge of Victor Chambers, 
with Frank Voung as his assistant. 


*_ * * 


The Fresno Refrigeration and Heat- 
ing Company under Roy Van Maren 
recently open offices in Fresno to dis- 
tribute refrigerators, air conditioning 
units and accessories to F resno, Kings, 
Tulare and Madera Counties in the 
San Joaquin Valley. 


* * 


McMahan’s of Fresno, Calif. ended 
January with a laundry equipment pro- 
motion which involved some two-color 
advertising and the offer of washing 
soap as well as a special price on a 
combination purchase of Faultless 
washer and ironer. 


* * 


The Eastern’s Fresno store ran a 
January clearance of demonstrator 
washers, and ironers and a few other 


appliances at considerable reduction 
with no payment until St. Patrick 
Day, no carrying charges, but 1 
trade-ins allowed. 


* * * 


The May Company of Los Angele 
started February with an elect trical 
event which involved specials in , 
number of larger appliances, togethe; 
with a showing of model homes an 
furnished rooms. The firm uses their 
own brand name of “May’d-Best” oy 
washers and cleaners. 


* * * 


“Matchless in more ways than one 
is the slogan used by the Los Angele 
Bureau of Power and Light in i 
early spring promotion of electric 
water heaters. Terms of $5 down an 
$1.95 per month are offered through 
dealers. The campaign extends from 
January 23 to March 4. 


* * * 


In its bulletin which goes to cus. 
tomers the Los Angeles Bureau oj 
Power & Light gives costs of month! 
electric service for a five-room home 
which show average bills of $1.10 and 
$1.65 where lights and small appii- 
ances alone are used up to $6.85 
monthly where refrigerator, range 
water heater and all other services 
are included. The figures shown are 
lower than quoted figures from 1] 
other cities, representing all sections 
of the United States. 


* * * 


The light conditioning contest spon- 
sored by the Pacific Power & Light 
Company at the close of 1938 brought 
response from 77 dealers, who dis- 
tributed 4,000 entry blanks. Eleven 
per cent of these were returned. 


* * * 


A sales conference for salesmen, 
dealers, wholesalers and _ contractors 
was held during December in Spo- 
kane, Wash. which attracted an at- 
tendance of about 200 from all sec- 
tions of the Washington Water Power 
Company’s territory. Instructive dis- 
cussions of merchandising problems 
occupied every minute of the two-day 
session. 


* * * 


The City Light of Seattle, Wash. 
has been featuring Frigidaire and Hot- 
point ranges, during January, one 
model for as low as $58.90 and “your 
old coal-wood or gas range in trade.” 


Listening in the Dark 


A citizen of Walla Walla who re- 
cently applied for service from the 
Pacific Power and Light Company, 
especially specified that he did not 
want electric lights. His house has 
been wired with a single outlet—for 
his radio. 


Heat Service, Inc. recently opened 
its doors in Seattle, Wash. to handle 
a line of coal stokers, hot water sys- 
tems, oil burners, furnaces and aif 
conditions under the management of 
H. E. Hausman and Isabell H. 
Sheriff. 


* * * 


Seattle’s City Light has started 
some clever advertising using the 
“Skagit Family”, made up of members 
named after the principal power 
plants of the company to symbolize 
the electric service rendered in {ac- 
tory and home. 


* * * 


1939 is golden jubilee year for the 
State of Washington, which was ad- 
mitted to the Union in 1889 and this 
fact is being used by the Puget Sound 
Power & Light Company in its ad- 
vertising. 
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DISING 


10. 
11. 
12. 
13. 
14. 
15. 
16. 


With 16 Cleaner 
Sales Speeding Features 


Convincing counter-high d 


Conserves counter space ( 
one square foot). 


A revolving mirror speeds demon- 


stration, 
Built-in lighting effects. 


Self-contained power connections. 
Actual moving demonstration of brush. 
Full cleaning operation on a rug, with 


reduced noise. 


Separate convenient control switch. 
Supply of 3 dirts in handy canisters. 


Lighted magnifying glass. 
Special carpet swatch. 


Feature demonstration card. 


Booklet pocket. 
Permanent identification. 


Proof by performance at your finger tips. 
Permanent time-saving demonstration. 


and 
THE NEW 


emonstration. 
occupies only 


SEE THE GENERAL 
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THE POPULAR 


Motor-driven brush @ Light weight ¢ 
Easy-to-empty dustproof bag @ Foot- 
operated nozzle adjustment © Long rub- 
ber cord and unbreakable plug © G-E 
310-watt Universal motor @ No oiling 
required © Rubber bumper @ Easy, effi- 
cient attachment connection @ Under- 
writers’ approval @ G-E Guarantee 


THE SPECIAL 


(In addition to features of the “Popular’’) 
@ Fully tufted motor-driven brush © 3- 
Point adjustment to take up brush wear 
®@ Longer rubber-covered cord with un- 
breakable plug @ Cord strain relief @ Foot- 
operated handle lock ¢ Foot tabs on bag 
—for easier emptying @ Oversized rub- 
ber bumper ¢ Lower furniture clearance 
® Modern design ® Approved by Good 
Housekeeping Institute 


THE DE LUXE 


(In addition to features of the other two 
models) @ Spotlight for dark corners 
© Sturdy streamlined construction @ Low- 
er furniture clearance © Automatic mer- 
cury switch—no parts to wear ® Pistol- 
grip handle — hollow to hold dust cloth 
©@ Rubber d brush dj ble to 
any point © Motor condenser eliminates 
radio noise 


““HOUSE OF MAGIC’ AT BOTH FAIRS 


THE TIDY CLEANER—$18.95* 


MOTOR-DRIVEN BRUSH 
HAND CLEANER—$16.95* 


FLOOR CLEANER 
ATTACHMENTS — $9.95°* 


ENERAL ELECTRIC 
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* * *x 


THE PRODUCT 


@ In which new products and merchandise pass in review for your benefit. 


Simsbury, apartment type range 
occupies 27x20 in. floor space; 
equipped with 4 surface units and a 
utility drawer. 

Kitchenette, apartment type model, 


spokes to give “wheel-house” look 
Administrator, wall clock in brows 
molded plastic or in a choice of ivory 
green, white, black or green. 
Price: Finesse, $9.95; Advocate, $5.95 


equipped with 3 surface units; legs Kirkwood, $6.50; Vagabond, $9.95 
UNIVERSAL Ranges take place of utility drawer; occupies Administrator, $3.95.—E lectrica 
Landers, Frary & Clark, 264x19} in. te : Merchandising, March, 1939. 
New Conn. Bangor combination _ electric and 
; coal range equipped with 4 surface 
Models: Brentwood, Crestwood, Ards- units, 19 in. fast oven, utility drawer, 
ley, Milford, Cromwell, Simsbury, together with extra large firebox for 
Kitchenette and Bangor. coal, wood or oil.—Electrical Mer- 
Selling Features: Brentwood equipped chandising, March, 1939. 
with 2 fast ovens 19 in. deep with 
automatic control with signal light; v . 
baking unit 2250 units; smokeless 
broiler 2000 watts; porcelain enam- PHILCO Refrigerators ; 
eled lining, counter balanced door, < 


Philco Refrigerator Co., Tioga and C 
Sts., Philadelphia, Pa. 


Models: 8 new Conservador refrigera- 
tors—3 Standard, 3 Special and 2 
Economy models. 


dual hinge spring lock, sliding 
shelves and large broiler pan; 1-piece 
acid-resisting porcelain enamel table 
top; rotary load-balancing switches, 
appliance outlet on switch panel, 660 
watts; automatic timer, kitchen clock 
and minute minder; louvered light ; 
surface units consist of 1—84 in. 


Selling Features: “Conservador” inner- 
door eliminates wasted space by 


2000 watt 5-speed Econo-unit, 2 plocing foods med often APEX Refrigerators 
in. 1200 w fifth, according to the manufacturer) 
atl am a > 
in the shelves of the Ape: tare: orp., Cleveland, O. 
watt Economy cooker; equipped with s s of the inner-door, and Apex Rotarex Corp., Cleve 


at the same time makes food stored 


arge utility drawer; 0 
large utility drawer; occupies 40x in the back of the refrigerator easily 


263 in. floor space. 


Models: D-620 and D-530. 


aa accessible when “Conservador” is Selling Features: Model_D-620 6.2 cu 

( resty vod same as Brentwood ex- opened. — Electrical Merchandising It. capacity ; Model D-530, 5.3 cu. it.; 
cept it has only one fast oven—lower March, 1939. sai both models equipped with single 
left hand oven is warm- cylinder compressor—twin cylinder 
ing compartment—light and timer are compressor available at nominal ex- 
~ptional equipment at slight extra G-E Cleaners 


tra cost; double width freezing cham- 
ber; illuminated interior; Dulux ex- 
terior, porcelain interior; Deluxe set 


cost. 
Ardsley has same features as 
srentwood except equipped with 3 


General Electric Co., Appliance and 
Mdse. Dpt., Bridgeport, Conn. 


4 including meat keeper and_ sliding 
utility drawers 20ix16tx7 in. each Models: Three floor type, 2 hand vegetable crisper available at nominal 
and no warming drawer. cleaners and a set of Deluxe attach- extra cost, which includes special 

ments. 


bottom shelf.—Electrical Merchandis- 
ing, March, 1939. 


v 


Selling Features: AV-17 floor model, 
head of line, incorporates an auto- 
matic mercury switch mounted in 
handle—with this switch it is only 
necessary to tilt handle toward user 


to start cleaner, stops automatically STERN-BROWN Folding lron 

when handle is returned to vertical 

position; condenser for radio inter- Stern-Brown, Inc., 42-24 Orchard St, ; 
ference eliminator; designed for low Long Island Cty, N. 


furniture clearance—floor unit is only 
63 in. high; 25 watt headlight; semi- 
automatic nozzle adjustment for va- 


Device: Light weight iron with fold- 
ing handle for traveling or home use. 


rious rug thicknesses; motor-driven Dese ription: Four-hundred-watt, 115- 
brush mounted in rubber holders: volt, 27 Ib. iron with handle which 
foot - operated handle: oversize folds down when not in use for con- 
bumper. Two other floor type clean- venient storage; mica element with 
ers offer same features as AV-17 Nichrome ribbon.—Electrical Mer- 
without automatic mercury switch, chandising, February, 1939. 
radio interference eliminator and 
headl; 
es model with legs, has 4 headlight. v 
surface units—1 84 in. 2000 watt. AV-21 hand cleaner has a 200-watt 
5-spee d E mno-unit and 3 6t in. 1200 motor mly model in line without HOOVER Cleaner 
watt 3-heat units: warming drawer motor-driven brush — sweep-action 
204x164x7 in. 350 watts. This model brush is fixed on rear lip; light- The Hoover Co., North Canton, Ohio 
wired for light, cabinet base C9 may weight aluminum motor case with de- . 
be used instead of legs. P tach able nozzle; includes in its price Model: 305. 
Cromwell same as Milford with a full set of special accessories among Selling Features: Similar in design © 
utility drawer to take place of warm- them 2 pf ot wm extension tubes, a present Hoover models with different 
ing drawer round rubber upholstery brush and features: main body finished with 


a rubber blower tool. Hand cleaner gray wrinkle enamel; black plastic 
model AV-40 has a fully tufted i 


j TELECHRON Clocks motor hood with “Hoover” molded 
motor-driven brush. 


; on top; black enamel handle and 
De luxe attachments for floor clean- 


a black bag with red lettering; series- 
ers include a complete spray gun for Warren Telechron Co., Ashland, Mass. me wien: motor, vertically’ mount 
use with moth-proofing liquids and Models: Finesse, Advocate, Kirkwood, has a single field coil would on lami- 
disinfectants, an 8 ft. flexible hose, Vagabond, Administrator. nations to develop 0.17 hp. at 9,000 
short and long aluminum tubes for Selling Features: Finesse has genuine r.p.m.; self-aligning, self-lubricating 
upholstery, etc.; round rubber up- leather-covered case in brown or sleeve’ bearings; ventilating system 
holstery brush; button hook for mak- blue; dial has medium brown numer- provided to circulate air through 
ing belt replacements; combination als on a tan numeral band. Advo- motor and keep operating tempera- 
coupling which fits directly into fan cate, new modern design in black tures low; full automatic nozzle ad- 
chamber. Textileather striped with gold-bronze justment for any type carpet; clean- 

Prices: Floor models - $29.95 to lines. Kirkwood, in straight-grain ing tools packed in Handy cleaning 
$44.95: hand model V-21, $18.95 walnut finish wood; 104 in. wide kit made of aluminum—a tool ior 
with attachments ; cal ahd AV- suitable for mantel or table. Vaga- every cleaning purpose. 

40, $16.95: attachments for floor bond, nautical design; brown mahog- Price: Cleaner alone, $52.50; tools 

cleaners $9.95.—Electrical Merchan- any panel with a dark mahogany plus new Mothimizer, $16.50—Elec- 

dising, March, 1939. base; fitted with 8 gold-finished metal trical Merchandising, March, 1939 
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HISING 


@ IT’S a comfortable 70 degrees where you stand 
peering into this ingenious oven that makes a new and 
better finish possible. A few feet away, in an atmos- 
phere of carefully filtered air, the nearest Blackstone 
Washer is just completing a ten minutes’ “beauty treat- 
ment” at a precisely-controlled temperature of 325 
degrees. Between you and the first washer is an invis- 
ible barrier that engineers call an “air-seal’’ door. No 
dust can enter...no heat escape, yet through it, with- 
out pause or sound, flows an endless procession of 
Blackstones on their way to the main assembly line. 


) BEHIND THIS INVISIBLE DOOR BLACKSTONE BEAUTY 15 BORN 


Thus is Blackstone beauty born! Gleamingly white... 
permanently beautiful is this sensational “SUPER- 
NAMEL" finish, the latest contribution in Blackstone's 
ceaseless search for greater quality. For the vast army 
of Blackstone dealers it provides still another selling 
point...a crowning touch to Blackstone's inbuilt fine- 
ness that Mrs. America can see and /fee/ and instantly 
enthuse about. Yes, “SUPERNAMEL” is more than a 
better finish...it’s an example of the kind of “product 
betterment” that helps the retail salesman just as 
much as it helps the customer. 


BLACKSTONE MFG. CO., INC., JAMESTOWN, N. Y. 


Not the instru- 
ment board ofa 
giant Clipper 
ship, but the oven 
control panels 
that guarantee 
a uniformly fine 
“Supername!” 
finish. 


CKSTONE 


IS BUILDING FOR 


LEADERSHIP 


| 
\4 
oy ; 


7 


ers. 


with 


BREEZAI 
FANS 


Keep the summer slump 


away from your door by 
selling your neighbors 
what they want most— 
cool comfortable homes 
during next summer’s 
heat waves. And if you 
want their lasting good 
will, sell them an attic 
fan that will give them 
many years of quiet, ef- 
ficient, low-cost service. 
Sell them a_ Buffalo 
Breez-Air Attic Fan, 
made by a company that has been specializing in 
fan engineering and design for over 60 years. 


Better Discounts 
—Better Profits 


Because of the growing sales of Breez-Air Attic 
Fans, we are pleased to announce better list prices, 
better discounts and profits for qualified distributors 
and dealers. Write or wire for open territory and 
full details. 


BUFFALO FORGE COMPANY 


205 Mortimer St., Buffalo, N. Y. 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 
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Models: 


Selling 


Norge Div., 
Models: 


Selling Features: 


APEX Washer & lroner 


Apex Rotarex Corp., Cleveland, O. 


Special Apex washer and 
ironer promotion models. 

Features: Apex washer 329 
equipped with 20 gal. white vitreous 
porcelain oversize tub, dome-shaped 
with washboard sides and quick- 
drain bottom; large, 2-vane double 
dasher with perforations; Lovell 
flume-type wringer with self-revers- 
ing flume, adjustable pressure, 2 in. 
balloon rolls, push-bar instant pres- 
sure release, easy-operating end re- 
set and large hand rests; + h.p. mo- 
tor; self-emptying motor-driven 
pump and drain hose with swivel 
nozzle on model 329-P. 

Apex ironer model 514-C equipped 
with standard size chromium plated 
26 in. shoe; roll moves to shoe; knee 
or finger-tip controls; switch con- 
trols shoe heat; white overall finish ; 


pilot light indicates when heat is on; 
rubber-mounted, silent, fully enclosed 
occupies 19x35 in. floor area. 
Merchandising, 


motor; 
—Electrical 
1939 


NORGE Refrigerators 


Borg-Warner Corp., 670 
E. Woodbridge St., Detroit, Mich. 


Three lines: C/M Synchro- 
nizer, Marathon and Gold Seal. 

C/M_ Synchronizer 
comes in 3 models, 5, 6 and 8 cu.ft. ; 
new Duo-Rollator provides lower 
temperature and _ higher humidity 
through use of 2 refrigerants circu- 
lated through compressor and rest of 
system as a mixture whose concen- 
tration varies at different parts of 
the system—producing 2 different tem- 
peratures in the cooling unit with 1 
liquid feed control; white porcelain 
enamel exterior with black recessed 
base and new paneling down front ; 
porcelain enamel interior has acid 
resisting porcelain base; many shelf 
combinations possible with shelf in- 
serts, a sliding bottle shelf with a 
half-way stop; Coldpack—spacious 
porcelain pan stores meats, etc.; 
Handefroster supplants defrosting 
tray—frosted glass receptacle placed 
out of way at rear of shelf below 
freezer to catch drip from freezer 
during defrosting ; glass- covered por- 
celain vegetable container and a per- 
celain fruit container suspends from 
lower shelf. Eight foot model is also 


MARCH, 


March, 


Device: 


equipped with egg basket; “instang 
release” for quickly removing jeg 
from trays, interior light and alumi. 
num trays with rubber grids; com 
pletely sealed ice compartmen 
Marathon line consists of 3 models 
5, 6 and 8 ft. with many feature 
described in the C/M Synchronizer 
white Norgloss exterior with bla 
recessed base; standard equipment jp 
cludes “instant release,” interior light 
vegetable drawer under glass to 
sliding fruit basket, Coldpack drawer 


Handefroster 


Handefroster, insert shelf, sliding 
' shelf, 8 ft. model equipped with slid- 
ing dairy basket. 
Gold Seal line consists of 4 models 
3, 4, 5 and 6 ft. capacity; white Nor- 
gloss exterior with black open base; 
interiors equipped with new flexible 
shelf insert, Hydrovoir for storing 
vegetables; glass defrosting tray and 
instant release ice trays. “Mighty 
Midget” Rollator compressor supplies 
power. 
Thirty-Niner—low-income 
model comes in 6 ft. 
Norgloss exterior with black open 
base; standard equipment includes de- 
frosting tray and ice cube release; 
powered by “Mighty Midget” Rol- 
Merchandisina, 


family 
only; white 


lator. — Electrical 
1939. 


March, 


ELECTROMASTER Water Heaters 


Detroit, Mich. 


New line of automatic water 


Electromaster, Inc., 


heaters. 


Selling Features: Equipped with ad- 
justable, precision- -made thermostat 
which maintains hot water tempera- 
tures at any point between 130 and 
200 degs. F.—once set it is com- 
pletely automatic; 300 lb. galvanized 
copper-bearing steel tank; heavy 
gauge steel outer shell; 1-piece gal- 
vanized cold water inlet with 3 in. 
standard pipe thread; cold water de- 
flector assures minimum mixing of 
heated and cold water; free-flushing 
drain valve drains heater of dirt and 
sediment; available in single and 
twin heating units; wattages avail- 
able: 750, 1000, 1500, 2000, 3000.— 
Electrical Merchandising, March, 
1939. 
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ELECTRICAL 


---and it opens a new field of quick 
turnover, full profits for dealers 


| a ieee IT IN FEWEST WORDS—the most efficient and thorough PAIR 
of vacuum-cleaning appliances ever devised now costs the housewife 
less than many SINGLE UNITS of limited usefulness. 

By combining the PREMIER VAC-KIT and PREMIER FLOOR CLEANER, 
we have given dealers a sales-stimulating ensemble, unequalled in house- 
hold appliance history. The amazingly big value for the unusually low 
price is certain to bowl over sales resistance, speed up turnover. 

Look at it through the housewife’s eyes—she’s the final judge! She knows that 
even the best floor cleaners are difficult to use for cleaning drapes, stairs, up- 
holstery,and 101 above-the-floor dusting tasks. So Premier gives the housewife: 
FIRST—a beautiful, time-tested, first-quality floor model cleaner, with ball- 
bearing motor, double-action brush, Poro-Nap bag. SECOND—the amazing 
new Vac-Kit, a featherweight, cylinder-type cleaner, powerful in action, 
easy as a handbag to pick up and carry, and designed for every above-the- 
floor cleaning use. BOTH sell at a very low retail price. 

That's the ensemble that is making history in the appliance field—and it 
comes in four most attractive price groups. You can’t afford to miss this 
bandwagon—it’s going places! 


ONE of FOUR FAST-SELLING COMBINATIONS 


Premier Floor Model PR30 with ball bear- 
ing motor, bag, double-action $4950 BOTH FOR 


brush, searchlight. Regularly . . .. . 


50 


Premier VAC-KIT, Model PR70, feather- $ 
weight, cylinder-type, with 7 simple attach- $9950 

TOTAL VALUE $79.00 


CUSTOMER'S SAVING $19.50 /  cteaner 
Prices slightly higher west of the Rockies 


MERCHANDISING—MARCH, 1939 


mplete information oa Premier VAC-K'T, and four combination of: 


eu 


| 
coupon brings all the facts ov Premier's sew offer to ceai 


this coupen te PREMIER DIVISION, Flectric Vocuum Cleaner Comp 
1734 tvanhoe Read, Clevalend, Obic, 


on attractive, low-cost winduw dispicy, available righ! now. 
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ELECTRIC CLOCKS BY SETH THOMAS 
NOW AVAILABLE 10 YOU 
THROUGH WESTINGHOUSE 


. j time for greater profits through the sale of 


electric clocks made by Seth Thomas—now more easily available 
to you than ever before. 

Every Seth Thomas clock is wrought with the precision and 
artistry which have characterized 126 years of craftsmanship in 
clockmaking. There are clocks at a wide range of prices. . . for 
every room in the home, every decorative scheme. All have self- 
starting electric movements—some tel] time only, others strike 
hours and half hours, still others have full Westminster chimes. 

They are clocks your customers will want to buy and you 
will be proud to carry. Take a look at the clocks pictured below. 

Then take advantage of this great profit opportunity... Call 
or see Westinghouse Electric Supply Company today. Seth 
Thomas Clocks, Thomaston, Conn., a Division of General Time 
Instruments Corporation. 


MEDBURY. A Westminster chime. Mahogany 
ease. Front panel of selected bird's-eye maple ivory, numerals on convex protection glass. 


Bilvered metal dial and polished gold-plated Fluted feet. Hands and sash are polished gold 
sash. Retail—$27.S0. color. Retail—$12.50. 


VISTA. Case of translucent onyx. Dial in light 


YUKON. Frame in polished gold plate. Dial 
background in light bronze with raised ring 


Hands in polished gold plate, sweep seconds 
hand. Retail—$6.95. 


PROCTOR. Attractive wall clock. Comes in 


ivory, pastel green, or light red. Case highly 
resistant to entry of dust. Retail—$4.95. 


we 


CAPSTAN. Case of genuine solid mahogany WOODMONT. Mahogany and matched veneer 
in natural light shade. Spokes and sash in pol- case. Handle and sash gold-colored and fully 
ished gold color. Silvered dial with black nu- polished. Silver-plated dial with numerals and 
merals. Retail—$9.95. hands of black. Retail—$8.95. 


SETH 


FOR EVERY ROOM IN THE HOME 
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DUCT PARAL 


Device: 


Selling Features: 


Prices: 


EVERHOT Roaster 


The Swartsbaugh Mfg. Co., 
Toledo, Ohio 


Improved Roaster No. 755; 
a new table and a new De Luxe 
Timer. 
Model 755 roaster is 
now supplied with white enamel fin- 
ish; equipped with an improved 1500 
watt fast action broiler easily at- 
tached to roaster and locked into 
place and easily detachable for clean- 
ing; removable reflector with cool 
handle slides in over element and re- 
flects heat downward for broiling— 
inverted the same reflector slides 
under aluminum griddle for frying. 
A new appliance table of heavy 
gauge steel finished in ivory or white 
enamel with black trim has _ been 
added to Everhot line; its 16x22 in. 
top accommodates roaster or grill 
and other appliances; extra shelf be- 
low for handy storage. 


Deluxe timer 


The new Everhot 
clock provides same automatic con- 


trol features as standard model 
brought out in 1938 plus the addi- 
tional feature of a control knob that 
permits instant switching from- auto- 
matic to manual control, or reverse— 
it is not necessary to disconnect the 
clock to return to manual control or 
to reset to regain manual control of 
the appliances; Ivory Plaskon case 
with etched brass dial; handles up to 
1650 watts; a. c. only. 

Roaster model 755, $22.50; 
with No. 777 broiler, $24.50. Table, 
$3.50 east of Rockies, $4.25 west of 
Rockies. Timer clock, $6.95. Broiler 
only, $3.95.—Electrical Merchandis- 
ing, March, 1939. 
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STEAM-O-MATIC Iron 


Steam-O-Matic Corp., 228 S. First ¢, 
Milwaukee, Wis. 

Device: Steam iron. 

Selling Features: Capacity 1 pt. wate, 
weighs 3% Ibs.; plugs into a. ¢ 
d. ¢.; entire construction—inside 
out, including sole plate is of aly 
inum. 

Price: $9.95.—Electrical Merchandisi; 
March, 1939. 


ZIP-A-BAG 


Zip-A-Bag Corp., 35 E. 20th St. 
New York City 

Device: Vacuum cleaner bag with zippe 
closing. 

Selling Features: Fits every popula 
make of vacuum cleaner ; availab\ 
a variety of colors; equipped with « 
rect fittings for immediate chang 
over; comes wrapped in cellophan 
— Merchandising, Mar 

139. 


CESCO Fly Trap 


The Chicago Electric Scientific Co. 
2300 Warren Blvd., Chicago, Ill. 


Device: Portable, all metal fly trap. 


Selling Features: Equipped with built-in 


transformer; 6 ft. heavy flexible 
cord; plugs into any 110-120 volt 
a. c. outlet; 12 in. wide, 224 m 
long, 4 in. high; imsects drop into 
removable tray; black baked enamel 
finish. 

Price: $16.50.—Electrical Merchandis- 
ing, March, 1939. 
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NORGE Washers 


Verge Div., Borg-Warner Corp., 670 
E. Woodbridge St., Detroit, Mich. 
Yodels: 5 Norge Steri-Seal washers 
(one a Spin-Dry). 

Selling Features: Steam-Sealer be- 
tween tub and pressed steel cover 
keeps water hot; Norcelain agitator 
furnishes cushioned water action— 
agitator is coated with new Norce- 
lain finish that gives satin-smooth 
surface; + h.p. motor; fast-acting 
drain; waist-high agitator control; 
Norge Damp-Dryer wringer equipped 
with pressure selector, Norge touch- 
safety release with reset lever, satin- 
smooth feed boards; locks in 8 
positions; drain flume qutemetically 
reverses when rolls are reversed; 
washers range in size from an 18 gal. 
tub to a 14 gal tub. 

\ Spin-Dry model included in line 
has 20 gal. capacity with Steam- 
Sealer and Norcelain agitator; Heavy 
steel dryer basket revolves at high 
speed. — Electrical Merchandising, 
March, 1939. 


v 


NORGE Ironers 


Vorge Div., Borg-Warner Corp., 670 
E. Woodbridge St., Detroit, Mich. 
Vodels. 4 Duotrol cabinet type ironers. 
Selling I’eatures: Equipped with 2 
speeds, 2 roll controls—knee and 
hand, 2 heating units, 2 thermostats 
and 2 or more ironing tensions, 
double open-end roll; temperatures 
may be regulated from 250 to 450 
degs.; knee control adjustable for 
right or left knee, leaving both 
hands free to handle clothes; release 
lever on shoe permits use for steam- 
ing and pressing.—Electrical Mer- 

chandising, March, 1939. 


ELECTROMASTER Laundry- 
Utility Stove 


Electromaster, Inc., Detrot, Mich. 


Device: Two-burner heavy duty hot- 
plate. 

Description: Two Electromaster high- 
speed enclosed units, each controlled 
by three-heat switch; wattages on 
each vary from high of 2,000 watts, 
medium of 1,000 watts and low of 
0) watts; finished black porcelain 
enamel, rings in chrome ; measures 23 
in. long, 16 in. deep, 20 in. high, legs 
ll} in. high; for use on 3-wire 
115/230 volt outlet box located in rear. 


—Electrical Merchandising, March, 


1939, 


The Ane New 


ELECTRICAL MERCHANDISING—MARCH, 1939 


Special steel table 
stand to match—$4.95. 


® Made by the manufacturer of the 
famous Eureka Vacuum Cleaner. 


Name- 


Address 


AUTOMATIC — Exclusive 
patented current-limiting 
switches automatically con- 
trol wattage input. Oven 
heat is regulated 


COOKING UTENSIi 


‘Oven and Surface Burners May All Be Used 


the Time ...Serface Burners fold Up 


when Not in Use... Exclusive, Pctented, 
on the Eureka Rang: 


thermostat control. 


AMPLE SIZE—No waste heat. 
No waste space and posi- 
tively will provide for all 
the cooking requirements 
for an average family. 


city 


y positive 


uTitity—The Eureka Electric 
Range performs every cook- 
ing operation as well as far 
more expensive ranges... 
broils, boils, fries, bakes, 
toasts, roasts, stews, steams 


TREMENDOUS SALES—Mil- 
lions of women want electric 
. Now you can sell 
them the complete Eureka 
Electric Range within every- 
one’s reach for only $39.95 
with oven cooking utensils, 
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Customers in the market for newer model washing machines are 
particularly interested in the advanced features which their old 
washers did not have. Some of these features are designed to 
make washing simpler, easier, faster. Others, like the safety 
release, are a protection against possible accidents. 


Regardless of what particular selling point catches the buyer's 
interest, there is one thing that all buyers demand—dependable, 
trouble-free motor performance. Ifthe washers you sell are powered 
with smooth-running, self-oiling Sunlight motors, you can givethis 
assurance and know that it means something. Sunlight motors have 
proved their dependability on more than a million washers. Sun- 
light Electrical Division, General Motors Corporation, Warren, Ohio. Bb 


SUNLIGHT MOTORS 


— The Product Parade — 


EASY Washer 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Model: 25T9 Delux. 


Selling Features: Family size capac. 
ity; new streamline design; wringe; 
equipped with Guardian Bar safet 
release extending all the way acros; 
both sides of wringer roll; 3-zon 
Rubber-tected Turbolator washing 
action; white porcelain enamel tu! 
inside and out; base, legs, etc., fin 
ished in Easy-namel.—Electrica 
Merchandising, March, 1939. 


v 


G-E Water Heater ue 


General Electric Co., Appliance and 
Mdse. Dept., Nela Park, Cleveland 


Ohio 


Model: “Rocket” automatic 2 gal. 
water heater. 

Selling Features: Portable, non-pres- 
sure, “push through” heater for sum- 
mer camps, trailers, small restau- 
rants, beauty shops, etc.; equipped 
with immersion type Calrod thrift 
heating unit in 600 or 1,150 watts; 
G-E thermo-snap, adjustable from 
room temperature to 190 degs.; spur 
copper tank with steel outside case 
finished in white baked Glyptal 
enamel and punched so that mirro: Hi 
can be hung on it; heater weighs 24 
lb. empty, 40 Ib. filled; plugs int H 
any outlet—Electrical Merchandis- 
ing, March, 1939, 


CURTISTRIP 


Curtis Lighting Inc., 230 Park Ave. ‘ 
New York City 


Device: Wiring channel for Fluorescent | 


“auxiliaries” and wiring; may be in- 
stalled on job to any length; available 
for a single lamp or continuous strip 
assemblies, for exposed or concealed 
fixtures, for direct or indirect lighting 
schemes. — Electrical Merchandising. 
March, 1939. 
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The Product Parade— 
RECO Air Circulator 


»oynolds Electric Co.,.2650 W. 
Conoress St., Chicago, 


1: Twenty in. circulator with 
»y bi-post by which motor can be 
ied to any position from horizontal 
yertical. 

ling Features: Operates on 3-speeds 
¢ 1650-1250 and 950 r.p.m.; 116 
jts, 60 cycles, a.c. only; available 
high stand and low stand models ; 
ich stand base and adjusting hinge 
; black crackle enamel, blades 
ighly polished satin finish modern- 
ie guard. 

¢: Low stand model with bi-post, 
7.50. — Electrical Merchandising, 
farch, 1939. 


v 
MAZDA Photoflash Lamps 


meral Electric Co., Nela Park, Cleve- 
land, O. and Westinghouse Lamp 
Dw., Westinghouse Electric & 
Mfg. Co., Bloomfield, N. J. 


2 new synchro-press photoflash 
lamps No. 11 and No. 16 and an im- 
proved No. 7 flash lamp. 

ling Features: Small bulb; prolonged 
fash makes synchronization with cam- 
era shutter easier; uniformity of tim- 
ing; low current quick burnout fila- 
ments; plain marking on bulb ends 
for quick and easy identification 
purposes. — Electrical Merchandising, 
March, 1939. 


HANKSCRAFT Cord Holder 


Hankscraft Co., Madison, Wis. 


evice: New Hankscraft cord holder. 
elling Features: Prevents twisting of 
light cords; eliminates electrical haz- 
ards; makes cleaning easier; cord is 
folded in loops a bit shorter than 
length of cord holder, single cord 
drawn through slot in cord holder 
and the loops slide in. 

rice: 25 cents.—Electrical Merchan- 
dising, 


OUTSTANDING LEADERS 
IN THE OUTSTANDING 
LIME OF... 


Leaders of leaders — here are top-flight sales makers 
for alert dealers who have realized that Diehl Fans 


for 1939 set a high-level mark . .. even for Diehl. 


“JUNIOR” 10’ and 12” OSCILLATING 


The new models for 1939 offer exceptional value 
and beauty. Notice the appeal of their streamlined 
design and wide-wing blades. Their modern green 
finish blends with office and home furnishings. 
Just start them and let your customer note the 
smooth, quiet operation and the large volume of 
air moved. They are fully guaranteed and every 
sales appeal is there—ready to work for you—in- 
cluding a very moderate price. 


24” OSCILLATING 
AIR CIRCULATORS, FLOOR MODEL 


24” Oscillating Air Circulators successfuly com- 
bine the air volume of an air circulator with the 
air distribution of a regular oscillating fan—a 
demonstration usually means a sale—write for bul- 
letin #1953. 


QUIET ATTIC VENTILATORS 


Four sizes are available—material for suction cham- 
ber combines with packing case to reduce cost of 
installation—really remarkable units and priced 
right! Described in bulletin +1957. 


THE DIEHL 
FIFTIETH ANNUAL FAN CATALOG 


describes the complete line—Quiet and Standard 
Oscillating, Ribbonaire, Junior models, Air Circu- 
lators, Ceiling, Kitchen and Ventilating Fans. Gen- 
eral and specialized sales helps are available— 
booklets, window and wall displays, everything 
to enable the dealer to benefit by advertising and 
selling the complete Diehl Line. Ask your whole- 
saler for full information and prices or write direct. 


DIEHL MANUFACTURING CO. « Elizabethport, N. J. 


Electrical Division of THE SINGER MANUFACTURING COMPANY 
ATLANTA « BOSTON + CHICAGO + DALLAS « NEW YORK e PHILADELPHIA 
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-_ Now You Can CUT OFF the 


UNPROFITABLE END 


— of Your Repair and 
Replacement Business 


CORDITIS’:s no longer necessary 


Your electrical shop is the 
natural outlet for replacement 
cords and repairs. However, 
that business is not profitable 
when you have nothing to 
merchandise as in the case of 
old-fashioned cords and plugs. 

Now youcan have exclusive 
features — something to sell 
and something worth selling 
—in the Belden line: nation- 
ally advertised Corditis-free 


in the replacement cords and plugs you sell 


cords—Unbreakable Belden 
Soft Rubber Plugs—the New 
Belden Rubber Service Block 
on Belden Extension Cords— 
Iron Cords with “Tug-proof” 
Heater Plugsand many others. 

Investigate — cut off the 
unprofitable end of this busi- 
ness — get into replacement 
cord merchandising right. 
Send post card for complete 
information. 


Belden Manufacturing Company, 4663 W. Van Buren St., Chicago, Illinois 


*CORDITIS the dangerous disease of elec- 


trical cords; the symptoms are 

: frayed wire and broken plugs. It causes 
severe mental irritation and violent nervous 

disorders among electrical appliance users. 


Appliance Cord Sets approved by Good 
Housekeeping Institute, listed as standard 
by Underwriters’ Laboratories, Inc., and 
> certified by Electrical Testing Laboratories. 
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ADVERTISED 
in The Saturday Evening Post, ; 
Good Housekeeping, Time. 


in motion; sterilizing rinse 4, 
scalding hot or warm filtered y 
into revolving spin dryer to ster 
or rinse clothes—eliminates rins 
by hand; “free-running” mechap; 
machine-cut gears throughout - 
ning in oil; 4 h.p. heavy duty mo, 
white finish with aluminum cont; 


—Electrical Merchandising, \, 
1939. 


| 


REMINGTON Razor 


General Shaver Div., Remington Rand 
Inc., Bridgeport, Conn. 

Model: “The Imperial.” 

Selling Features: Sterling silver 
shaver; panel space for initialing; 
ebony morocco case lined with 
white satin. 

Price: $50.—Electrical Merchandising, 


March, 1939. 
v ONAN Plants 


D. W. Onan & Sons, 
Minneapolis, Minn. 


Device: New series of water-cooled g 
erating plants models W15-M, W1; 
Selling Features: 1500 watt a.c. ca 
city; plants are enclosed in me 
housing; hood protects unit fr 
weather; accessories including ig 
tion, carburetor, controls accessi 
through side doors in hood—oy 
section dropping down, the upper fo 
ing back; can be supplied in manu 
selfi-starting or full automatic ty; 


—Electrical Merchandising, Maré 
1939, 
v 
VACULATOR Wall Safe Shover 
Hill-Shaw Co., 311 N. Desplaines St., _Berg-Johnson Inc., Erie, Pa. 
Chicago, Ill. Selling Features: Slot type Sweiis 
Device: Polished metal holder for Gearing bend 


slots twice as wide as narrow clos 
glass coffee makers—when anchored 


to wall, woodwork or molding, it Wide" slots ‘make possible’ ta 
re po — — up long hairs that lie close to face 
aby y hairs are guided into cutting porti 

by raised comb bar; make and bred 
Price: 75¢—Electrical Merchandising, type motor receives four impuls 
March, 1939. per revolution; upper half of co 
tainer which holds shaver is molde 

Vv of transparent Lucite plastic; lowe 

half of black Bakelite holds cor 
and cleaning brush. 
Price: $17.—Electrical Merchandising 
March, 1939. 


v 
NATIONAL SUPER SERVICE 
APEX Washer Cleaner 
Apex Rotarex Corp., Cleveland, O. The National Super Service Co., 1% 
Model: Spin-Dry No. 221. a orth 13th St., Toledo, Ohio . 
Selling Features: 18 gal. tub, dome- Device : Heavy-duty cleaner for hotes 
shaped with rolled in edge, wash- office buildings. 
board sides and patented quick-drain Specifications: National Super Service 
bottom, washes 8 lbs.; 3-vane cast motor, four-tenths hp. for use ail 
aluminum spiral dasher; removable lighting circuit 105-125 volts. Moto’ 
aluminum spin dryer basket dries is universal running on a.c. 6(-cyCe 
tubful in 2 minutes, the manufac- or less or dic. Weight: Motor wit 
turers claim; high center cone dis- bag and cord—34 lb. Motor move 
tributes weight ot clothes, drive shaft over 104 cu.ft. of air per minute # 
above center of gravity and weighted 8,700 rpm. Extra equipment 10 
base eliminates vibration; spin dryer unusual cleaning jobs supplied wit 
starts and stops by lever that pre- cleaner and others on order. Ele: 
vents opening lid while spin dryer is trical Merchandising, March, 1°39 
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new insulation saves 


customers’ dollars 


Bound-Batt insulation is a 
newly improved,exclusive 
patented product 
of Dry-Zero Corporation 


Every reirigerator prospect is influenced 


by this economy story 


@ Though hidden away in the walls of your 
refrigerator, Dry-Zero Bound -Batt insulation is 
a sales advantage to you because it means you 
can offer your prospects extra economy. 

Careful tests have shown that Dry-Zero saves 
from 20¢ to $2 per month, for life, in operating 
eupemse. 

The reason for this economy is that Dry- 
Zero is an extra-efficient insulation. Its efficiency 
rating of 0.24 Bru has been measured by several 
independent authorities, such as the U.S. Bureau 
of Standards. This means that Bound-Batt keeps 
out heat better, prevents waste of refrigeration. 

Furthermore, this economy is permanent, 
because Dry-Zero lasts for the life of the refrig- 
erator. Investigations of railroad refrigerator car 
engineers have shown that Dry-Zero insulation 
remained good as new—after 14 years of service. 

Use this economy story of Dry-Zero insula- 
tion. For complete and detailed facts, with 
explanatory graphs, get the free Dry-Zero Book 
of Facts. Also ask that Dry-Zero Bound-Batt be 
used in the refrigerator you handle. Then, take 
advantage of its selling opportunities. 


Here is what dealers say 


about the sales values of 


Dry-Zero insulation. — 


I have had 6 sales this season entirely on a Dry- 
Zero demonstration— KENTUCKY 


Y our book on insulation facts has been a very great 
help in selling our merchandise— OREGON 


The Dry-Zero booklet is the finest sales help I've 
ever seen. it worked every time it was used— 
WEST VIRGINIA 
The information you have given us on Dry-Zero 
has clinched many sales— ILLINOIS 


Showing a customer the facts in black and white 
convinces him more than an hour’s sales talk— 
NEW YORK 
With the aid of your insulation book it is not difh- 
cult to convince customers that we are using a 
superior insulation. It helps sales— 
PENNSYLVANIA 
The Dry-Zero information gives us a decided edge 


over other makes of refrigerators with an insulation 


of lower rating— COLORADO 
(Originals of the letters quoted above are on file in the 
offices of Dry-Zero Corporation.) 


The Book of Facts referred to was published in 
1938 for the benefit of dealers who asked for com- 
plete information on Dry-Zero economy. A small 
supply of these books is still available. Send the 


Merchandising coupon for a free copy. 
y Send me a free copy of Dry-Zero Book of Facts 4 
F explaining the Economy Story. 4 
Name 
Company 
SERVICE Send for your free copy of this Book of Facts, Street 5 
which has helped dealers close many a tough sale. 4 
vice Co., 14 City State 4 
do, Ohio 
ner for hotels Refrigerator Handled : 
a 
Super Service 
volts. Motor 
: Motor wit aye: i _ th Bank Drive 
Motor move co B l ] I | d -B tt icago or 
er minute a mmercial insulant known O F a New York—60 East 42nd Street 
quipment for 
supplied wit I | t 
nsuiation 


larch, 139. 
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| $99.50 


Modern TOMORROW 


This streamlined beauty is the new Delux 16-inch 
SIGNAL 3-speed Fan. It is modern in styling and 
engineering. Some of the outstanding features are 
enclosed oscillating unit with push button control, 
slow speed motor, greater air delivery, wide sweep- 
ing fan blades and unusual quietness. 


Here’s the New Signal Automatic 
Wall Box Kitchen Vent Fan 


f 


ADJUSTABLE 
FLOOR MODEL 
PEDESTAL FAN 


$94.00 


LIST 


A high quality kitchen vent fan for 
permanent installation . . . telescopic 
in design . . . made in sizes to fit 
walls from 7” to 24” thickness .. . 
easy to install... 10” quiet type fan 
that moves 500 cubic feet of air per 
minute . . . outside shutter frame is 
cast iron with aluminum weather- 
tight shutters . . . motor is rubber 
mounted . .. motor operates by open- 
ing and closing door. 


A high quality oscillating fan adjustable from 4 
ft. 6 in. to 7 ft. 6 in. from floor to center of fan 
.. . 16” quiet type polished aluminum fan blades 
. rotary type switch, 3 speeds . . . induction 
motor non-radio interfering ......... 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


$35.00 


LIST 


Offices in all 
principal cities 
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| JUICEX Extractor 


Modern Diet Products Supply Co., 
Milwaukee, Wis. 

| Device: Vegetable juice extractor. 

| Selling Features: Die-cast metal frame; 
employs new principle centrifugal 

| force to force every drop of juice 

from vegetables; weighs only 20 lbs. ; 

| only 1 part to be cleaned; no gears 

| or joints; green crinkle-baked enamel 

| 

| 


finish; quiet, compact, operates on 
| ac. and d.c. 110 volts. 
| Price: $49.50.—Electrical Merchandis- 
ing, March, 1939. 


STEAM KING Iron 


Stillman Products Co., Inc., 389 E. 
165th St., New York City 

Device: “Steam King” steam iron. 

Selling Features: Water capacity 1% 
pints; easy to fill direct from faucet ; 
no separate sole ‘plate—complete 1- 
piece iron casting; steam is dis- 
tributed in straight line over full 
width of sole plate; weighs 44 Ib.; 
stands on its heel; thumb stop handle. 


Price: $9.95.—Electrical Merchandis- 
ing, March, 1939. 
v 
| 
4 


NORGE Ranges 


| Norge Div., Borg-Warner Corp., 670 

E. Woodbridge St., Detroit, Mich. 
Models: 7. 

| Selling Features: New Norge Blectro- 

| Speed plates, standard in all models 
are equipped with 5 cooking speeds ; 
2-1200 watt units, 1-2000 and 1-1000 
watts; all models equipped with a 
convenience outlet—one model has 2; 
standard oven dimensions 144x16x20 
in.; drop front broiler on all but two 
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low priced models; oven units hays 

4000 wattage except two smalle 
models which have 2800 and 3 

watts respectively; all mode; 
equipped with automatic time ap 
temperature control; a time selecto- 
switch makes it possible to 
automatic timing from oven to cook. 
ing well or convenience outlet; 7 lav 
models have a well cooker as stand. 
ard equipment; white porcelaiy 
enamel finish with recessed bases form Devi 


toe room; control panel is on back Ph 
rail in deluxe models set off with pic 
chrome lamp and condiment assem. tet 


bly ; drawer-type broiler unit equippe Selli 
with smokeless grille; utensil drawe, 


equipped with automatic stop; warm. = 
ing compartment in some models~ ef 
Electrical Merchandising, March in 
1939. 
v bi 

e\ 

li 

tr 


PRIMA Washer 


Prima Mfg. Corp., Sidney, Ohio 


Model: 739. 
Selling Features: Tub capacity 8 lbs 


dry; full capacity drying compart- 
ment; perfectly balanced dryer bas- 

ket has approximately 800 r.p.m,; 
outboard bearing mounted in rubber 
reduces vibration to a minimum 
equipped with Prima Mid-Zone agi- M 
tator; + hp. oilless, rubber mounted 

G-E motor; Pump equipped with $ 
cutoff control; controls located in 
tower; white finish; other Spin-Dry 
models : 639 and 839.—Electrical Mer- 
chandising, March, 1939. 


v 


FARIES Sunlamp 
Faries Mfg. Co., Decatur, Ill. 


Models: No. 2455 Ultra-Violet Sur 


lamp. 


Selling Features: Equipped with new 


Type S-4 bulb; uses only as much 
current as ordinary 100 watt bulb; 
new patented adjusting device pet 
mits adjustment to suit any indi 
vidual requirement; heat resisting 
handle eliminates chance of bum 
when adjusting reflector backw ard 
and forward; modern design, bronzt 
finish. — Electrical Merchandising, 
March, 1939. 


| 
| 
| 
| 


Blazes the Profit Trail! 


OTHER REFRIGERATOR COMPANIES TELL N. Y. TIMES: 


ren unit 


oven to Cook- 


nce outlet: 
oker as Stand, 


ite POrcelain 


ssed bases for Device: Self-reflecting Mazda Reflector — 
el is on bac Photoflood No. R2 for better motion — CUBIC 
set off wit pictures and time exposures by ama- a FOOT 
— assem. teur and professional photographers. ree 
ini equipped 3 
utensil one Selling Features: Bell-shaped unit con 


> Stop; warm. 
me models— 
mg, March, 


er 
Gibson’s challenge of a real 6-foot refrigerator | 
with sealed mechanism and all-steel cabinet | 
op hen at $99.95! Already a “dynamite box,” this | 
i dryer bas- 1939 Freez’r Shelf : . 
EMERSON Fan astounding money-maker and traffic-builder 
in rubber The Emerson Electric Mfg. Co., all competitively 
id-Zone agi Model: Type 77648-AH_ overlapping- the features that wo- Investigate! This trail blazer leads to profit 
ber mounted . SEE d WANT 
- blade 3-speed oscillator. men SEE an 
— > “4 Selling Features: Equipped with pat- instantly! such as you haven't seen so far! Dealers, dis- 
ented design aluminum overlapping ° 
~ oe blades; operates at slow speed, re- FROM $139.95 TO tributors, are grabbing franchises! Act Now! 
7 sulting in an unusually quiet fan yet $250.00 LIST 
has great breeze penetration; finger- : F 
tip control for adjustment of oscilla- 
tion arc from 90 degs. to any lower GIBSON ELECTRIC REFRIGERATOR CORPORATION 
range or stationary position; floor 


have 


MAZDA Photoflood Lamps 


NOBODY ATTEMP 


General Electric Co., Nela Park, Cleve- 
land, O. and Westinghouse Lamp 
Div., Westinghouse Electric & 
Mfg. Co., Bloomfield, N. J. 


sumes 500 watts; may be used on 
ordinary lighting circuits; new high- 
efficiency filament and special alum- 
inum surface hermetically sealed 
within bulb; circular end of all-glass 
bulb is inside frosted to distribute 
evenly the high amount of reflected 
light; 6% in. long, 5 in. wide—Elec- 
trical Merchandising, March, 1939. 


stand is adjustable from 3 ft. 3 in. 
to 4 ft. 9 in.; 3-speed sliding switch 
in stand base ; new chuck arrange- 
ment with fluted collar for adjusting 
height of fan and holding elevating 
section of fan column in place; new 
metalescent-mahogany finish on mo- 
tor and blades; base and lower col- 
umn in wrinkled mahogany, upper 
column polished chromium. 


Price: $44.—Electrical Merchandising, 


GIBSON 


with sealed Scotch Yoke unit 


OUR next move is plain to see. As the 


New York Times, Jan. 24, said in a survey 
of this industry, the other refrigerator manu- 
facturers report they won't attempt to meet 


GREENVILLE, MICHIGAN 


Chicago Office: Space 540-B, American Furniture Mart 
Export Office: 201 N. Wells St., Chicago, U.S.A. 
Cable Address: Gibselco, Bentley Code 


oy 


March, 1939. OTHERS SHOUT GADGETS— 
GIBSON TALKS 
U-C-LITE Battery Hand Lamp HOUSEWIFE 
p U-C-Lite Mfg. Co., 500 North Dear- 
tur, Ill born St., Chicago, IIl. LANGUAGE! 
a Device: “Big-Beam” portable storage 
Violet Sun- 
hand temp. Not just “another elec- 
Will burn 10 continuous tric range.’ Not just 
ly as much light for another range promotion. Instead—a story, 
watt bulb; bulb a deal and a price that are making this range 
device per- which will 60 roll like a streamlined train. Get the story 
any indi- special rubber reservoir seals battery of the NEW Gibson Electric Range. You'll 
: ~ vents, collects fumes and prevents call it a money-machine! 
spillage : battery ~ FULL CABINET RANGE, $119.50 RETAIL LIST 
ough lamp head without removal. 
—Elecivical Merchendising, March, Slightly higher in South, and west of Rockies 
1939. 
IDISING ELECTRICAL MERCHANDISING—MARCH, 1939 PAGE 75 


800 and 30M) 
tic time an 
°° 
* | | 
|: 
Wi ; 
al List 
(Zone 1—slightly higher in South, 
and west of the Rockies ) "f 
| 
| 
| 
1 
af 

(oS 


PRODUCTS 


@ In which new products and merchandise pass in review for your benefit. 


Models: 


KAUFFMAN Air Conditioners 


Kauffman Air Conditioning Corp., 4336 
W. Pine Blvd., St. Louis, Mo. 


Type A Portable room cooler ; 


Type W and Y portable window 
unit. 
Selling Features: Type A cools, de- 


humidifies, filters and circulates air; 
no drain connections necessary; con- 
denser is water and air cooled at all 
times; cools 4,000 c.f. air space; 110 
volts, a.c., 60 cycles; cabinet of high 
grade furniture steel electrically 
welded and finished in 2-tone wal- 
nuts. Types W and Y window units 
portable and _ self-contained; 
dehumidifies, cleans air and removes 
pollen; no water pipes to connect, no 
installation, plugs into light socket; 
delivers 200 c.f.m.; walnut finished 


cools, 


steel « abinet.—Electric al Merchandis- 
1939. 


ing, March, 


IRON FIREMAN Unit Heatmaker 


Iron Fireman Mfq. C 
Oregon 


0., Portland, 


Device Combination of a hopper- 
model automatic coal burner, a room 
turnace, a forced circulator and a 
humidiger. 

Selling Features: 200-series delivers 
600 c.fi.m. at average temperature of 
250 degs.; 400-series delivers 1,200 
c.i.m, at same temperature. Forced 


circulation provides more even tem- 
perature throughout space heated; 
special provision has been made for 
removal of ash and clinker—ash re- 
ceptacle is installed inside fire door 
where it is sealed from the circulated 
air; ash and clinker may be drawn 
over into receptacle and allowed to 
cool in it; dust-tight hopper lid with 


rubber seal is provided; hoppers of 
200 series hold 200 Ib. coal, 27 in. 
wide, 374 in. long 44% in. high: 400- 


series is about 9 in. larger in all 
dimensions, hopper holds 350 Ib.; an- 
thracite models are of “spill-over” ash 
remover type; spike-grabber removes 
foreign objects from coal; shear-pin 
is overload protection. — Electrical 
Merchandising, March, 1939. 


Selling Features: 


Universal Motor Company, 


Device: 


Description: 


VIKING Attic Fan 


Viking Air Conditioning Corp., Main 
and Center Sts., N. W. 


Device: 


Cleveland, Ohio 


Viking “CirCOOLator” attic 
fans for homes ranging in size from 
6 room cottages of 7,500 cu.ft. to 
larger homes of 25,000 cubical con- 
tents. 

Bullet-nose hub com- 
bines pulley, hub and bearing into 1 
completely sealed, streamlined assem- 
bly; Viking “Helixoid” blade; 
streamlined supports; motor and 
drive located to avoid creating air 
disturbances ; available i in 3 sizes with 
capacities of 7,500, 11,500 and 16,500 
c.im.; complete attic package kits 
available which include all fittings 
needed for attic installation «such as 
low resistance i 


ceiling grille, trap 
door with automatic switch and fire 
link, vent-box with sound proof 


panelling and ropes, pulleys and fit- 
tings needed for installation; Viking 


auto timer is also included with each 
package and permits fan to be started 
or stopped after any predetermined 

E le ‘tric al 
1939. 


time. — 


Merchandi. 
erc dising, 


v 
UNIVERSAL Automatic Fuel 


Selector 


Oshkosh, 
Wisconsin 

Automatic Fuel Selector for 
fuel oil electric plants. ; 

Fuel oils do not vaporize 
thoroughly for proper combustion ex- 
cept at certain high temperatures so 
fuel oil motors must be started on 
gasoline. On most fuel oil plants 
these operations are performed manu- 
ally just as the carburetor fuel oil 
line must be cleared of oil and primed 
with gasoline manually when the 
motor is stopped. With this new de- 
vice it is claimed that these opera- 
tions are performed automatically. 
The device consists of only three 
parts: temperature switch, three-way 


solenoid valve, and time delay relay. 
It is available for all fuel oil electric 
plants, especially in the field of ma- 
rine motors.—Electrical Merchandis- 


1939. 


ing, February, 


Device: 
Selling Features: 


Model: 
Selling Features: 


NITEAIR Attic Fan 


The Lau Blower Co., Dayton, Ohio 
New 1939 Niteair attic fan. 
Consists of 4-blade 
belt driven fan; sound deadening ma- 
terial sprayed on housing, rubber feet, 
rubber mounted motor and bearing 
and a special spring on the fan shaft 
all add to desired noiseless operation ; 
available as a fan unit and as a pack- 
age unit with ceiling grille; vent box 
and accessories; and as a fan unit 
with protective grille; fusible link, 
automatic trap door switch and all 
metal fan housing and vent box 
make fans fireproof; brown 2-tone 
crackle finish; automatic time con- 
trol switch supplied at additional cost. 
—Electrical Merchandising, March, 
1939 


v 


FIRE-GUARD Stoker 


The Peerless Mfg. Corp., 
Louisville, Ky. 
Small, popular priced stoker. 
Hopper holds 300 
Ibs. coal, maximum teed capacity 30 
Ibs. per hr.; includes all approved 
stoker features together with such 
special features as heavy duty, con- 
tinuous feed; automotive type trans- 
mission, quiet, powerful self-lubri- 
cated; 3 rates of coal feed; quiet 
pressure fan mounted direct on mo- 
tor shaft; automatic air control; sec- 
tional burner; die formed cabinet 
construction ; easily accessible clean- 
out; worm drive cut integral with 
ball-bearing mounted worm shaft; 
nickel steel parts, hardened and 
ground to smooth finish operating in 
bath of oil; 1 continuous steel tube 
from drive unit to retort assures 
perfect alignment.—Electrical Mer- 
chandising, March, 1939. 


FREE-MAN Stokers 


The Free-Man Stoker Div., Illinois 
Iron & Bolt Co., Carpentersville, Ill. 


Models: Domestic Deluxe models avail- 


able in 30, 35 and 50 Ibs. 


Selling Features: Equipped with Dual- 


O-Matic air control which weighs 
out exact amount of air in accord- 


Fluid Heat Diz 


ance with needs of fuel bed whij 
stoker is in operation and banks fix 
when stoker is not running; ne, 
models equipped with multi- €Ctiog 
tuyere blocks instead of 4 sections 
“V" shaped air openings designed , 
cut down amount of ash and if; 
ings in wind box; cast iron constry. 
tion of hopper base has been retaing 
as well as automotive type of trans. 
mission; in addition to new stream. 
line design in harmonious rust anj 
green, in a new finish called “Crys. 
talene.” A straight line Bin 
model has also been added to ling 
—Electrical Merchandising, Marc) 
1939 


FLUID HEAT Burner 


», of Anchor Post Fence 
Co., Baltimore, Md. 


Device: New pressure burner, model 
P-3C. 
Selling Features: Performs with a 


Device: 


Selling Features: 


practically flat curve of high con- 
bustion efficiency from 1/10 to 3 
g.p-h.; Fluid Heat’s principle of dis- 

charge air regulation is incorporated 
in this model; steel stampings are 
used for all burner parts except nose 
piece and pump bracket; servicing is 

simple because entire internal assem- 
bly consists of air adjustment, spiral 
oil line, nozzle and ignitors whic! 
can be quickly removed through open- 
ing at rear.—Electrical Merchandis- 
ing, March, 1939. 


MASTER KRAFT Room Coolers 


Harvey-Whipple 
Ma 


Kraft 


Inc., Springfield, 
SS. 


Master room cooler 
series “A” 85. 

Cools rooms during 
hot weather, also gives cold drinking 
water—offering 2 units for the price 
of 1; capacity, 8,500 B.t.u. per hr.; 
portable from room to room; backs 
up to window raised high enough to 
accommodate intake and outlet ducts: 
plugs into convenient outlet ; major 
portion of room air is recirculated 
through heavy duty cooling coils at 
rate of 425 c.f.m.; at same time a 
nominal quantity of fresh air is 
drawn in from outdoors through a 
filter to replace stale air expelled; 
cabinet design has been developed to 
avoid drafts in room. 

Basically an air cooled unit with 
no water connections, it incorporates 
a water container and cooling equip- 
ment which is designed to supply cold 
drinking water which may be readily 
drawn from tap at side of cabinet. 
Freon refrigerant; thermal overload 
release switch fitted to motor on 
compressor unit guards against ex- 
treme conditions of overload.—Elec 
trical Merchandising, March, 1939. 
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PHILCO Air Conditioners 
Philco Radio & Television Corp., 
Tioga and C Sts., Philadelphia, Pa. 

Models: 3 York Cool-Wave portable 
air conditioners—a window sill model, 
and 2 console models. 


Selling Features: Cools and conditions 
Post Fence air, dehumidifies, filters dust and dirt, 
fd. gives even ventilation and shuts out 


disturbing street noises; easy to in- 


rer, model 
stall and operate; uses about as 
: much current as a toaster, the manu- 
4? with a facturer claims; window model (il- 
igh com- lustrated) for bedroom use, 4 h.p.; 
1/10 to 3 console model for office use, 4 h.p. 


ciple of dis- 
incorporated 
impings are 
except nose 
servicing js 

‘rnal assem- 
ment, spiral 
itors which 
rough open- 


and console model for large living 
rooms, h.p.—Electrical Merchandis- 
ing, March, 1939. 


M erchandis- 
ALLEN Aitic Fans 
The Allen Corp., 9751 Erwin Ave., 
Detroit, Mich. 
Models: 7 sizes available from 24 in. 

Coolers fan for cottage or very small house 

to 60 in. for very large house or 
ring field, apartment building. 


Selling Features: Fan proper consists 
of a minimum of 12 pressed steel 
blades mounted on a central hub 
which revolves on a double row of 
dust sealed ball bearings and balanced 
to eliminate vibration; fan wheel 
driven by means of special duty motor 
through silent V-belt; permanent or 
automatic shutters may be installed in 
exterior opening to exclude elements ; 
24 in. fan delivers 4110 cim.; 30 in., 
6260 cfim.; 36 in., 8750 cfm.; 42 in., 


om cooler 


oms during 
ld drinking 
r the price 
1. per hr. 
om ; backs 
enough to 
itlet ducts; 
let; major 


‘ecirculated 12140 cfm.; 49 in., 17325 cfm. ; 54 in., 
ig coils at 21190 cfim.; and 60 in., 29945 cfm. 

a time a Note: The Allen Corp., is now appoint- 
th = is ing dealers throughout the U. S. for 
yor this attic fan.—Electrical Merchandis- 


weloped 10 ing, March, 1939. 


unit with + 

corporates 

ling equip- 

supply cold GAR-WOOD Air Conditioner 


be readily 


of cabinet. Gar Wood Industries, Inc., 


1 overload Detroit, Mich. 

motor on Vodel: No. 201 residential Tempered- 
gainst ex- Aire unit. 

Selling Features: Heats, humidifies, 


cleans and circulates air in winter, 
provides power-blower comfort cool- 


NDISING 


ing in summer—a completely coordi- 
nated heating and air conditioning 
unit rating 135,000 b.t.u.’s per hr. at 
bonnet; steam-type humidifier is a 
steel tube placed within firebox ; bag- 
type, cloth, air filters provide large 
filtering area; silent, multiple-vane 
blower mounted in rubber; fan-wheel 
bearings are mounted in solid rubber 
pillow blocks; air for oil burner 
instead of being forced directly 
through jet and ignition tube assem- 
bly enters specially-constructed air 
changer which surrounds burner 
tube; unit provides automatic heat 
through counterflow principle —Elec- 
trical Merchandising, March, 1939. 


v 


AUTOVENT Aftic Fan 


The Autovent Fan & Blower Co., 1809 


N. Kostner Ave., Chicago, IIl. 


Device: “Coolvent” attic fans re-de- 


signed to provide easy installation, 
quiet operation, and greatest effi- 
ciency with minimum operating cost. 


Selling Features: Fan shaft, on which 


is mounted new design fan wheel and 
pulley is supported by 2 bearings 
representing latest in self-aligning 
ball bearings mounted in new flange 
type, rubber pillow blocks, for quiet 
operation and proper shaft support; 
carefully proportioned pulleys and V- 
belt drives; the fans operate at slow 
speeds of from 281 to 577 r.p.m. de- 
pending on fan wheel diameters ; 
available in 6 sizes ranging from 
4.070 c.i.m. to 21,100 ¢.f.m.—Electrical 
Merchandising, March, 1939. 


v 


CHELSEA Apartment Fan 


Chelsea Fan & Blower Co., Inc., 
370 W. 15th St., New York City 
Device: Attic type ‘es for apartments 
and Reiete where it is impossible to 

install an attic fan. 

Selling Features: Same cooling effect 
can be obtained as from standard attic 
fan by installing this fan on outer 


part of window ; available in 2 sizes— 
24 and 30 in. : ‘special fan duty type 


motor ; fan rotates at low speed with 


specially constructed blade to deliver 


large volume of air without noise ; 


metal awning protects motor from 
outside conditions ; finished in durable 
paint.—Electrical 


weather proof 
Merchandising, March, 1939. 
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coffee “FLAVOR” 


. . . AS ADVERTISED NOW to millions 
of coffee-loving Americans in SATURDAY 
EVENING POST, TIME, WOMAN’S HOME 
COMPANION and AMERICAN HOME ... 

The aroma of freshly-ground coffee IS FLA- 
VOR— escaping! Show coffee lovers how to 
save the maximum | flavor for the cup—“grind 
it as you make it.” Widespread and growing 
demand for this NEW appliance means NEW 
PROFITS for you. For split-second coffee 
FRESHNESS, readers everywhere are being 
directed to electric appliance dealers. 

Ask about the new “ABC” Coffee Merchan- 
dising display! 


ELECTRIC 
KITCHENAID nousenoi 


COFFEE 


> gee just right for any method, at a 
flip of the switch—quicker and more 49 


convenient than measuring ground — 
from can or bag. Retail price in U. S. A 


Sell the MIXER that 
“DOES IT ALL!” 


KitchenAid has the most uniform and the 
quickest mixing action known! Assures su- 
perior cooking and baking results. Performs 
heavy duties as well as light tasks. Operates 
full-size practical attachments. Model “K” 
retails for only $49.50. NOT an ordinary 
food mixer. 


KITCHENAID: 


THE HOBART MPG. CO., 
1603 Penn Ave., Troy, Ohio 


Please ship.......Coflee Mills @ $9.75. (Less 30% discount on 1 or 
2 Mills, 35% on lots of 3; 40% on six or more. Freight allowed in U. S. 
on 12 or more.) *Prices slightly higher in Canada. 


FOOD SERVICE 


M A C H | N E § oh [_} Send details of dealer proposition on KitchenAid Mixer Line. 
NAME _ 
ADDRESS__ 


CITY & STATE____ 
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might aptly describe the scope of application for 
vacuum cleaners made by REXAIR, INC. For this 
well known company makes different size wand-type 
cleaners that are used in homes, commercial buildings 
and by the United States Government. 


The 6-quart capacity unit, (illustrated) is purchased 
regularly by the Government for practically all depart- 
ments—hospitals especially. Like other REXAIR 
models, this unit utilizes the unique principle of draw- 
ing dust-laden air through churning water—washing it 
clean—then sending it back into the room as condi- 
tioned air. The result is “air conditioning as you clean.” 


To power these exceptional machines, REXAIR 
turned to Black & Decker—because B & D has the 
reputation of giving vacuum cleaner manufacturers 
what they want. The result is “just the right motor” 
to fit the individual requirements of each type and size 
REXAIR unit. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufac- 
ture of complete motors or series parts for vacuum 
cleaners. The cooperation of our engineers is at the 
disposal of manufacturers who may be interested in the 
application of universal motors to the improvement of 
their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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“Air Conditioning” 
in the Desert Country 


CONTINUED FROM PAGE 5 


even distribution of moisture and at 
the same time some measure of pre- 
cooling from cross-currents of air on 
the outside. A pump at the base is 
used to recirculate the already cooled 
water from the bottom of the pan. 
Through the even distribution of 
moisture and the consequent greater 
effectiveness developed, it was found 
possible to make the cooler more com- 
pact and yet obtain the same results. 


Fitting the Windows 


The window grills were designed 
to fit in the lower twelve-inch sec- 
tion of the window, adjustable grills 
being used so that the incoming cool 


| air might be deflected in any direction 


desired. Later models have hinged 
vertical deflectors which make it pos- 
sible to direct the current of air to- 
ward the ceiling, for instance, from 
whence it circulates naturally down- 
ward. Since most windows are 2 ft. 
6 in. to 3 ft. wide, the grill frame 
was designed to be 38 in. wide by 15 


| in. high, with the grill core cen- 
tered and 26 in. wide by 11 in. high. 


The top and bottom are then broken 
at right angles at the 1 in. point. A 
flush connection at one side of the 
grill provides for simple installation. 
All that is then necessary to mount 
the frame in a window of any usual 
dimensions is a pair of tin snips, plus 
a screw driver, a few wood screws 
and a piece of felt. This is accom- 
plished by first measuring the win- 
dow width carefully and cutting the 
grill frame to this size with two 
inches added by means of the tin 


snips. The two sides are then broken | 
| at right angles, leaving a 1-in. flange. 
| Sides and bottom flanges are attached 
| to the window frame by screws. To 


the top flange is glued a l1-in felt 
strip. The window pane, which has 


been previously raised is brought | 


down in contact with the felt, and 
the installation is complete. Free 
movement of both panes is permitted, 
the flexible felt in no way hindering 
the closing of the lower sash in the 
winter or at other times as desired. 


Another flexible feature added re- | 


cently has been the provision of slip 

sides to make the width adjustable. 
For the more inexpensive fan-type 

units, the opening from the circulation 


| chamber into the room is_ kept 
| straight in order to minimize air 


resistance as much as possible. On 
the blower models the transition is 


| from square (the blower outlet) to a 
| rectangular shape. 


Furnace Installations 


Furnace, attic and roof installa- 
tions are also possible. On a furnace 
installation, the blower may be used in 
the winter as well, with or without a 
fan switch, for a booster, increasing 
the heating efficiency of the furnace 
as much as 331/3 per cent and thus 
reducing bills. This result is ob- 
tained by making it possible for the 


| blower to draw the air in winter 
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Delco 
Deluxe 
12” and 16” 


DELCO FANS 


Product of General Motors 


. . » have always been profit 
makers because they have en- 
abled dealers to satisfactorily 
solve every ventilating and 
cooling problem for home, 
office and factory. 


Now with the addition of four 
beautiful, quiet, wide blade 
models that add a decorative 
touch not associated with fans 
in general, they indeed offer 
“The Profit Line for ’39”. 


Send for the 
Outstanding New Catalog 
In addition to these new profit sor 
building sales leaders, you will 
find fully illustrated and de- |B pare 
scribed Delco Desk, Pedestal, ng 
Ceiling, Exhaust and Ventilat- * 
ing Fans, Delco Aircirculators ws 
and the leaders in the low- |B). 
priced field, Delco North- The 
easter Desk and Ventilating gro 
Fans. Ask us also for all the |j *" 
details about the displays, a 
posters and folders Delco pro- 
vides to help increase sales sig 
and profits. 

wh 
the 


Delco Le 
Wide-Blade 
10”—12"—16” 
i 

Uoneral si 
APOLIANCE DIV it 
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om the return duct. This return 
ct is, of course, closed again in 
immer and the air drawn from out- 
je, as no recirculation is desirable 
yen the evaporative principle of 
oling is used. 

Connection is made by means of a 
gid metal tube to the local water 
ply. In most cases a sump is pro- 
‘ed with a constant water level 
wintained by a float valve and, as 
ated, water is recirculated by means 
fa pump. This eliminates the un- 
jeasant and expensive water drip 
mmon in the home made type of 
ooler. 

Customers are taught how to op- 
rate the equipment effectively at the 
ime of the original sale. Important, 
j course, is the routing of the cooled 
ir through the area desired to be 
yled. Contrary to the popular con- 
eption of air conditioning, this sys- 
em requires free access to the out- 
ide air, usually in the form of an 
en window located at a distant part 
i the house or room opposite that 
here the cooled air enters. Experi- 
mce has shown that if effective re- 
ults are to be attained without ex- 
ressive rise in humidity, the air must 
e changed every two or three min- 


Ease of Servicing 


Mr. Larriva’s chief aim in this de- 
velopment has been to provide an in- 
stallation sufficiently sightly and effi- 
cient so that it could be sold as a per- 
manent solution to the cooling prob- 
lems of the home, rather than as a 
makeshift designed to give tem- 
porary relief until something better 
is devised. Interesting has been the 
side advantage which has become 
manifest as the low-built window 
boxes have come into use—that of 
ease of servicing. Servicing, of 
course, is not an important problem. 
The Russell Company has been pre- 
pared to handle service and repairs 
m any of their installations, but there 
s little to get out of order. However, 
fiber pads must be replaced once a 
season and as time goes on there will 
be other adjustments to be made. 
The fact that the boxes are near the 
ground with the tops at a level at 
which it is possible to handle them 
without the use of a ladder is a 
listinct convenience. 
Since the success of the new de- 
sign has proved its popularity in Tuc- 
son, Mr. Larriva and the Hoefli 
Manufacturing Company of that city 
who have handled the production of 


the boxes have taken out a patent 
on the design. 


SmallAppliance Display 


N effective display case for small 
appliance is used by Bullocks of 
Los Angeles. Open shelving, acces- 
sible from either side of the counter, 


NDISING 


provides display space for appliances 
fa given type—roasters, for instance, 
or waffle irons. In the center of this 
shelving is a display box, lined in 
color and illuminated, in which a 
single appliance is spotlighted. Above 
it is the word “Roasters”, or other 
title, depending upon the appliance 
displayed. 


Here is a true instance, one of many 
among our records. 

A woman in Minneapolis who had an 
appliance in need of repair, looked in 
her Classified Directory under “Electrical 
Appliances—Repairing.” She called the 
Arrow Electric Company because of the 
complete service offered —their advertise- 
ment states “Repairs on all makes of ra- 
dios and washers, etc.” 
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What about your business? Do you 
use the Classified to give prospects the 
buying information they need? Are you 
identified at all of the classifications of 
your business—also under the well-known 
brands that you carry? 

For details on this paying investment, 


call the directory man at your Re 
local telephone office. Adver- 


tise in the Classified. 
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VENETIAN 
STRIKING COMBINATIONS 


ANSWERING 
THE DEALERS’ 
PROBLEMS 


BRUSHES AND OTHER 
ATTACHMENTS AVAILABLE 
FOR USE WITH THE 


THE P. A. GEIER CO., CLEVELAND, O. 


CONTINENTAL ELECTRIC COMPANY, 
Toronto, Ont., Canada 
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LETTERS 


Salesmen Must Be Paid 


To the Editor: 

After reading your article, Sales- 
men Must Be Paid, in ELectricaL 
MERCHANDISIN( February, 1939. 


Wherein you gave an account of your 
187 contacts with appliance manufac- 
turers, and distributors. I read very 
patiently how they plan to train their 
representatives to be better sales 
counselers, and teach the dealer sales- 
men how to do a better selling job. 

You speak of a drawing account 
against commissions as a means of 
keeping salesmen working. This is 
not a cure. If a salesman cannot earn 
enough commission to pay off this 
drawing account, he soon finds him- 
self in debt to the dealer, then he 
moves on and does the same thing 
with other dealers, leaving them to 
hold the bag; this they cannot afford. 

What the salesman needs is an op- 
portunity to sell more of the people 
that he contacts. This could be pos- 
sible if there were cleaner merchan- 
dising methods in the electrical ap- 
pliance business. 

When I speak of this I am _ not 
condemning appliance dealers; for un- 
der the unfair practice of 95% of 
the distributors in this city the appli- 
ance dealers are fighting with their 
backs to the wall. And I have no 
doubt that this condition exists in 
other trade centers. 

What is this condition that I refer 
to? It is just this: every city, state, 
and county employee, all employees of 
the telephone company, motion pic- 
ture studios, airplane, automobile, 
and tire manufacturers, well as 
members of the citrus growers asso- 
ciation, walnut growers association, 
have employees purchasing agents. 
And it is a fact that representatives 
of 90 per cent of the appliance <dlis- 
tributors here have contacted these 
agents, and left price lists showing 
discounts up to 40 per cent. 

Now they are contacting smaller 
employee groups, such as chain mar- 
kets, chain drugs, lumber dealers, 
building contractors, plumbers, elec- 
trical wiring contractors, and others. 

In fact it seems if everybody 
that has a position or job can buy 
appliances at a discount. 

All they have to do is shop at 
their dealers store; use his display, 
and the salesman’s time, to help them 
to select and show them what they 
want, then they order it through the 
purchasing agent. 

Business is good here in Los Ange- 
les, more electrical appliances are 
being bought than ever before, but 
they are not being sold by retail deal- 
ers, or their salesmen. 

If you don’t think this is a rotten 
mess, just try and earn your living 
as a retail salesman, where nine out of 
ten of your prospects can buy it 
wholesale; and this not an ex- 
aggeration. 

I have been an appliance salesman 
in and around Angeles, for 
twelve years; and I can remember 
when the retail salesman was the fair 
haired boy in this appliance game, the 


as 


as 


1S 


Los 


MARCH, 


backbone of the business, 
told; but today the chiseling 4 
tributors are giving away our ¢ 
missions, and the dealers profit to 4 
purchasing agent. 

If the manufacturers want to hg 
the dealer, and bring his vanish; 
salesmen back from grocery store, 
the street cars and the W.P.A 
them clean house among. their 
tributors; quit selling to every cyf 
stone contractor at dealer discoy 
and our retail customers at wholesald 

If they will do this, they can | 
the appliance business out of 
stinking mire of filthy merchandisiy 

R. O. Doutuitt 
12147 Ventura Blvd 
No. Hollywood, Calif. 


SO we w 


My Last Job 


To the Editor: 

Many of us have received set-back 
in the last few years. Set-backs 
salary, in position or perhaps | 


our positions altogether. Again th 

of us that gave a good account of our 
selves in our respective positions an 
felt that we were entitled to bet 
positions didn’t get them because 

the depression or some relative of th 
boss was given the position that 
felt we were justly entitled to an 
didn’t get, or an outsider was brough 
into the organization. 

How. did we take it? On the chit 
with head up, or did we feel we woul 
go down hill from now on, and per 
haps we had to start all over agaiy 
from the bottom. We were piti 
as our more fortunate or shall we s 
more lucky fellows perhaps gloat 
over us inwardly or outwardly. Di 
we feel well—rather sorry for ou 
selves? So that when we finally d 
get the opportunity to start over aga 


at the bottom or somewhere nea 
there at a much smaller salary w 
couldn’t feel like putting forth ou 


former enthusiasm and effort? Be 
cause it simply wasn’t worthwhile? 
Opportunity will again reward us 
if we will look at our present jo 
as our LAST JOB, the last job » 
may ever hold, and give it the bes 
that years of experience, knowledge 
and hard work will accomplish. True 
this is perhaps the hardest task of 
convincing that we have ever tackled 
Convincing ourselves that we are cor 
rect in this analysis of our problem— 
“My Last Job.” So often we maj 
tackle this our last job half-hearted] 
Result, we slide back further. 
There this satisfaction 
love our endeavor) at the 
day, that we have done a good day: 
work, have really had an accomplis- 
ment that day to feel proud of. Hav- 
ing worked hard all day we can! 
help but feel satisfied with ourselves 
This sort of thinking and doing 
can’t last forever without someone 


(if 
close 


is we 


noticing our work—someone in a pc 
sition to offer us a better position 


than we have today. 


H. W. WieEDEMANN 
Sterchi Bros. Inc., 
Nashville, Tenn. 
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ON THE NEW G-E AUTOMATIC TOASTER 


REG. 
LIST 
PRICE 


Thousands of satisfied customers have paid $16.00 or more for an automatic 
toaster of this quality. Now, for the first time you can offer this new General 
Electric Automatic Toaster for only $14.00 plus the customer's old toaster. 
It’s the buy many of your customers have been waiting for. Promote it as the 
perfect gift for June brides or Mother's Day. Ask your G-E distributor for 
the special deal which includes the deluxe display. Get your share of these 


extra spring sales. 


See the G-E “House of Magic” at both Fairs 
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SPECIAL OFFER UNTIL JUNE 1 


PUSH THIS SPECIAL DEAL 
FOR EXTRA SPRING SALES 


ELECTRIC 


WITH CUSTOMER’S 
OLD TOASTER 


STREAMLINED WITH 

8 “BUY” FEATURES 
Toast "Pops up’’ when done. 
Timer assures uniform toast. 


Selector control permits toast 
as you like it. 


Baffle Plate=— Toasts a single 
slice as well as two. 


Nickle chrome heating unit 
for fast heating. 


Glistening, durable, chrome- 
plate finish. 


Modern streamlined styling. 


Ebony textolite, scratchproof 
base. 


Call your G-E distributor today for 


details on the special deal which 


features this deluxe display. 


| 
7— 
| 
: 
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WRITE YOUR OWN TICKET! 
Pick out the Telechron 


models that will sell best for you 


You know the Telechron story almost as well as we do. For the 
last 20 years it's been the story of a sound merchandising policy: 
An honored name; fair treatment to dealers; a dependable, well- 
designed product, nationally advertised. 

But your immediate interest is the grand line of new Tele- 
chron clocks for this spring. The best we can do is show them to 
you. Take all of them—or take your pick. They'll all sell, and 
they'll all return you a good profit! 


© How many of each of these models do you 

want? Write the number in the circles — then 

tear out the page and send it to your Telechron 
distributor. 


ATTENDANT, Model No. 7H85. 
priced sensationally low. 
ottle rown or ivory 
lastic cases. Brown case $2.95 
vory molded case retails at $3.50 


ADVOCATE, Mode! No. 3H77. The 
smart case is wood covered with 
striped with 
jold bronze color lines. 

© retail at only $5.95 


KIRKWOOD, Mode! No. 4H87. This 
clock has a case of solid, vertical- 
ae wood, with a walnut finish. 
rown numerals on gray 


numeral band. Retails at $6.50 


SHIELD, Mode! No. New 
wall clock, walnut finish case 9 inches 
inner and outer 
bezels frame light cream 

and brown dial .......... $6.75 


ADMINISTRATOR, Model No. 
2H07-Br. A new model in brown 
ezel a ands. To 

$3.95 


retail at 


FINESSE, Mode! No. 4H9!, has a 
blue or brown genuine leather-cov- 
ered case, brown mahogany base, 


top and side trim. A hand- 

some new model to retail at $9.95 


VAGABOND, Mode! No. 4H89, is 
ideal for the ship lover. Mahogany 
panel and wheel —studded with eight 
metal spokes. A sur 


seller, to retail at... “ $9.95 


CORDOVA, Model! 


No. 4885. 
Maroon color 


Morocco grain 


strip on front an 
top. Retails at ....... $1 2.50 


WARREN TELECHRON COMPANY 


13 MAIN STREET 


ASHLAND, MASSACHUSETTS 
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Allowances Invade 


CONTINUED FROM PAGE # 


yet allowances of $20 for an old 
jaloppy fit for the junk-pile and $40- 
$45 on porcelain combinations is the 
rule rather than the exception. When 
you are selling an electric for $125 to 
$150 that doesn’t leave much margin 
to do a selling job.” 

“Do you do outside selling ?” 

“Not any more—and that’s part and 
parcel of this same allowance problem. 
The salesman used to be able to make 
a good living canvassing but there’s 
no longer the margin to make it worth 
his while. We don’t keep any sales- 
men that can’t do at least $1,000 worth 
of business a month. We pay 9 per 
cent commission so you see that even 
a good salesman has to work to make 
a living.” 

George Clark, manager of appliance 
sales, for the Carlyle Hardware Com- 
pany, operating twelve stores in and 
about Springfield, echoed these senti- 


ments. 


“In volume, ranges are not up to 
washers and refrigerators yet,” he 
said, “but they are coming fast. To 


| my mind, the main trouble with the 


| Norge 


business is to find good salesmen. We 
have nine men working out of stores 
and it is necessary to give each of 
them a selling talk to go into the busi- 
ness in the first place and then stay in. 
I usually put it up to them that Carlyle 
provides them with a store of their 
own, stocks it with good merchan- 
dise (Carlyle handle Westinghouse, 
and Crawford ranges) does 
their billing and collecting, advertises 
for them, and in general does every- 
thing concerned with running the busi- 
ness at no risk or expense to them. 
To all intents and purposes they are 
proprietors of neighborhood | stores 
without the headaches that actual pro- 
prietorship entails. And yet, under 
the present set-up, with distributors 


| selling over the counter and trade-in 


allowances taking a big cut out of the 
margin, we have a job trying to make 
it possible for salesmen to make a good 


the Range Business 


living selling major electric appliance; 

Or let’s take the Angers Company, 
one of the most active dealers in th. 
city of Springfield. In 1938, accord. 
ing to J. F. McNamara of the com. 
pany, they sold 295 ranges out of 949 
units sold in Springfield that yea 
That’s a good range selling job in any 
man’s town. So far, in 1939, sales are 
ahead of both 1937 and 1938. 

“Sure, ranges are a profitable busi. 
ness,” said Mr. McNamara. 
side we have the power company (do. 
ing an active promotional job wit 
policies on installation and service tha 
allow us to spend our full time closing 
sales; and on the other side, we haye 
the gas company with policies which 
prejudice the customers against them,” 

“In what way?” 

“Well, one of their rules requires 
that the customer must use a certain 
minimum cubic footage of gas during 
the year. Most customers don’t seer 
to realize this and, in many cases 
are sent an extra bill at the end of the 
year for the gas they failed to us 
To put it mildly, they are pretty sore 
and the next time a range salesmar 
calls on them, or their neighbors tel 
them about the cleanliness, speed and 
economy of the electric range, the 
are ripe for a switchover. 

“So you see that as far as the gas 
company and the electric company are 
cencerned, the situation could hard) 
be improved upon. Any difficulties we 
have in making money selling elec- 
tric ranges come right home to roost 
on our own doorstep—excessive allow- 
ances and unnecessary discounts.” 

On the floor of the Angers’ Store 
are two brand-new gas ranges of the 
latest model, sandwiched in between 
an impressive array of electrics. 

“Do you sell gas ranges, too?” we 
asked. 

“Oh no. 
taken 


“On one 


Those gas ranges were 
in trade. Two families had 


bought gas ranges when moving int 
finding 


new homes and, that the 


"It's a successful sale—and then again it isn't. I've sold 242 razors but 311 have 
been returned.” 
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mises were wired for electric cook- 
decided to get electric ranges. As 
matter of fact, those gas ranges are 

- pest salesmen. For instance: the 
; range salesman, when making a 
monstration, points out that the 
est models have fully insulated 
ens. Usually he opens the oven 
or and shows the prospect the 
ickness of the oven door construc- 
yn. He doesn’t talk much about the 
en itself. Now, if you will notice, 
is gas range is almost directly under 
e of our overhead lights. When I 
2 the even door, the light shines 
wn, through the oven and you can 
tually see the floor of the store be- 
ath. You can see how absurd the 
sulation story is when there are 
nts at the bottom of the oven to 
sair in. These vents are necessary 
1 gas ranges, of course, as there 
uid be no combustion of the gas 
a tightly closed space. And so, one 
one, I can take a prospect over 
th the gas and electric range and, 
int by point, show the superiority 
the electric.” 

Over in Hartford, O. P. Kilbourne, 
resident of the Orkil Electric Com- 
uny, General Electric distributors, 
id that range sales were lagging 
mewhat compared to refrigerator 
nd laundry equipment sales but that 
he situation was due to an unusual 
et of circumstances—Hartford had 
ndergone two severe floods during 
he course of a year and the conse- 
uent interruptions of electric service 
uid had a deterring effect on poten- 
il electric range customers. With 
ervice temporarily out of commission 
ny customers using electric ranges 
al been put to inconvenience. And 
just as good news travels fast via 
1¢ grapevine route, so does unfavor- 
hble. As for the problem of excessive 
trade-in allowances, Mr. Kilbourne 
aid that undoubtedly they were a 
factor in the range situation among 
lealers but that they had not assumed 
my serious proportions. Prospects 
looked good in 1939, he added. 
From Lester Hopkins, sales man- 
ager of the J. L. Roche Appliance 
0, handling Westinghouse, came a 
boost for the “trial range” plan which 
had dominated the range situation in 
Hartford the past three years. 
“It succeeded in building range 
saturation to the point where electric 
‘cookery was no longer a novelty to the 
lousewife,” Mr. Hopkins said, “and 
the purchase of a new range would 
mean that as much consideration 
would be given the electric as for- 
merly went exclusively to gas. With 
this company, the electric range now 
xcupies a place second only to re- 
frigeration. These new table-top com- 
binations—coal and electric—( Estate ) 
are coming to the fore, too. Before 
this new model, combinations were old- 
lashioned looking. Now they have a 
place in the smart kitchen where heat 


is required.” 

Over at G. Fox & Company, one of 
New England’s largest and finest de- 
partment stores, plans are under way 
to enlarge the electrical appliance de- 
partment and electric ranges are go- 
ing to have an important part of the | 
space. Ranges now occupy a place as 
profitable volume business, according 
to J. L. Cashman, manager of the 
department. 


Besides the C-7S Model shown above 
there are three others with the Controla 
Speed feature—as well as four lower- 
priced models of the conventional type. 


@ Says one dealer—''The very first Barton 
Controla Speed model C-6-S on our floor 
sold to the first woman who saw it,—who 
incidentally came in to buy another make. 
A few minutes’ demonstration of the con- 
trolled washing and wringing speeds, did 


Increase 


Another retailer—''We have the world 
by the tail. With Controla Speed we'll 
double or triple our Barton Washer sales, 
and we don't have to worry about cut 


" 
rices. 
x 


Let Us Ship You Samples 


Full capacity production has been 
shipped daily since the announcement of 
Controla Speed. January shipments were 
127.87°%/, ahead of January 1938. 


Your customer wants a washer that 
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MISSING THE 
PROFITS 


(Patent Applied For) 


IS BRINGING 
MANY RETAILERS? 


SLOW Sheer silks, laces, lingerie, 
SPEED FOR delicate fabrics, tender 
woolens, etc. 


MEDIUM Stronger silks and rayons, 
SPEED FOR very fine linens, men’s 
silk hose, etc. 


FAST Cottons, linens, 


regular 
SPEED FOR hing. 


Women know that different fab- 
rics require different washing treat- 
ment—gentler agitator action for 
silks, rayons, woolens. Pictorial Re- 
view’s survey showed this was one 
of the unsolved problems of home 
laundering. NOW Barton has the 
answer in its Control of washer 
speed, wringer speed and wringer 
pressure. 


knows the difference between cotton and 
wool. Why not order samples now? 


Wire or write for the 1939 Barton line 
prices. THE BARTON 
CORPORATION, West 
Bend, Wis. 


Write for 
Barton 
1939 Bulletin 


in 15 Years 


with the Greatest Improvement 


PAGE 83 


ane TOU 
x 
ae 
| | 
a 
& 
a 
| 
| 
| 
— 
= 
Foe 
1999" 
bag 
| 
| 
gcONTROLA 


New Type Air Circulator Removes 
Stale Air At Ceiling 


The New Reco Bi-Post Circulator can be tilted to ope-a'> 
horizontally or vertically. In the vertical position it forces 
ceiling air to circulate, revitalizing stale air, removing 
smoke. bad odors, etc., and providing an even, comfo:t- 
able temperature throughout the room. Increases heating 
efficiency in winter, cools without drafts in summer. The 
oniy circulator correctly designed to utilize this impo-tant 
princ'ple of air circulation. Amazingly low priced. 


SEND FOR BULLETIN 


Bi-Post Special 
iwen siz 

High Stand Mod-l 
Operates verticall 


or horizontally. 3 
speed motor 


YNOL 


ELECTRIC COMPANY 


Makers of Mixers, 
2627 West Congress Street 
Eastern Sales Office: 256 West 3lst St., 


Peelers, Fractional H. P. Motors, etc. 


Chicago, Illinois 
New York, N. Y. 


IMPORTANT 
ELEMENT IS THE 
‘HEATING ELEMENT 


BUR B. DRIVER co. 


(NEW JERSEY 
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How To Put On 
A Cooking Demo 


we CONTINUED FROM PAGE 37 


During this action, the ease of bak- 
ing electrically is discussed—all work 
temperature control and 
minute minder, no peeking necessary, 
perfect results in browning, raising 
and texture. Baking at home is dis- 
cussed at this point, visualized by 
showing comparative amounts and 
quality of foods baked at home and 
those purchased with the same amount 
of money. (Home costs are figured 
by total cost of ingredients, current 
and 30c per hour for mixing time). 
It is important to get the audience’s 
commitment on this point; it pays to 


bake at home when you have a de- | 
pendable electric oven that gives per- | 


fect results every time. 


Ground meat patties are now started 


broiling. Ground meat is used to 
show that it is not necessary to have 
expensive meats to broil. Method for 
broiling is briefly explained, the uses 
of the broiler are discussed and _ its 
advantages—cleaner, easier, more 
healthful, better results. Comparison 
is made with bonfire cooking in which 
hot coals, similar to glowing coils of 
broiler, are preferable to flame. 
Pared, diced raw 
started cooking. It 
that the old method, 
the old 


is pointed out 
necessary with 
range where heat cannot be 
controlled, was compli- 
cated and expensive, but that the new 
simple electric method is made _ pos- 
sible because of perfect heat control 
and direct heat conduction to the bot- 
tom of the pan. It has the advantages 
of being easier, more healthful, more 
economical of time and current. 

A complete meal, consisting of 
braised short ribs, carrots, onions, 
potatoes and steamed fig pudding is 
now taken from the thrift cooker 
and displayed attractively. A cooker 
meal is started before the class to 
demonstrate how the thrift cooker 
will give free time from the kitchen. 
Economy of time and current is dis- 
cussed; uses of the cooker are enum- 
erated and the cooker and the simmer 
burner are compared. 

Samples of food are now served to 
the audience, to prove “better results.” 
Copies of booklet “Meals Go Mod- 
ern” are distributed. The advantages of 
electric cooking are now summarized 
and the audience is asked a direct 
question, so that they commit them- 
selves on each point. 

This is a simple program and is 
given here only because its very sim- 
plicity is its advantage. No compli- 
cated variation of method or menu 
is required. The group is a differ- 
ent one each time and though the 
same procedure may seem boring to 

| the instructor, it is not to the class 
who are interested in first principles 
which can best be given them with 
some such routine schedule. 

In checking results from this 
course, it was figured that a three- 
month leeway should be given after 
attendance at class to allow for clos- 
ing of the sale. 


MARCH, 


beets are now | 


—all without removing 
the clothes 


The only washer combining these Four 
important features: Washing, rinsing 
drying, dry cleaning; therefore provides 
an effective new sales approach for wide 
awake merchandizers. Never fails to get 
an interested audience with the most 
desirable class of appliance users. 

Porcelain enamel tub, 2'%-lb. capacity 
Enclosed precision-built mechanism. Uni- 
versal motor, 1/15 H.P., 6000 R.P.M 
Washing, 155 Strokes P.M., Drying, 600 
R.P.M. Weight complete, only 37 Ibs 
Size, 16%” dia. by 18” high overall. 


WRITE TODAY 
for full particulars 


QUICK SERVICE ELECTRIC CO. 


Jenkins Arcade Pittsburgh, Pa. 


The Portable 


WASHER 


GLOW 
LIGHTS 


NEW! 
NOVEL! 
BEAUTIFUL! The Eleciric 


MORE PROFITS TO YOU! 


Everybody wants several of these new 
deonsative home lights. Sealed within 
bulbs are embossed replicas of flow- 
ers, fairy tale favorites, animals and 

resce to soft, iridescent glow erate 
on any current... A.C. or D.C., 100 
to 120 volts. Only 2 Watt consumption. 
Guaranteed for 2000 hours. Amazingly 


low priced — with excellent profit 
spread “for you. The ideal cool light 
for use. is hot now 


. . + cash in on it! 


SEE YOUR 
JOBBER — 
TODAY 
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Starting an All-Electric Community 


cess. And more sales were made. 
Then the management of Long Hill 
ountry Club Estates began to hear 
w satisfactory electric cooking was 
the colonists. It found Mr. Crane 
ver willing to be of service in arrang- 
g with the line department of his 
»mpany for pole line extensions as 
he community grew, with the home 
rvice department for new purchaser 
emonstrations, supervising range in- 
allations, and found the company 
ling to furnish a demonstrating 
ge for the model home. Mr. Crane 
is found willing at all times to show 
very courtesy within his means to 
yw residents, and the management 
egan to talk electric ranges to pros- 
ective purchasers of new homes, 
wssing on the names and addresses 
s soon as the houses were sold, to 
we Mr. Crane an opportunity to 
sake an immediate electric range sale. 
This cooperation resulted in a mutu- 
lly advantageous friendly relationship 
etween management, home owner, 
nd the power company. 


The development contained seven 
mes in January 1937 and _ seven 
ectric ranges had been sold. In the 


llowing year 21 ranges were sold and 
mstalled and thus far in 1938, 20 
nore have been installed. This means 
hat 48 homes out of 53 occupied are 
sing electric cookery and a number 
‘ ranges have been sold but not 
et installed. 

does not mean that it was 
1 easy job. Mr. Crane had con- 
lerable traveling about the country- 
le and into the big cities to do 
before he made his sales. 

Of greatest value on such excur- 
ons was a table of actual monthly 
sts of operation which showed the 
verage monthly bill to be $6.24 for 
ll service, which proved a convincing 
elling point to those people who were 
ntemplating the various types of fuel 
nd their comparative cost. 

A survey recently made revealed 
mplete satisfaction expressed by all 
ers and several customers made the 
tatement that their present bills for 
lectricity were smaller than the 
former combined bills for electricity 
ind fuel for cooking. 

The table follows: 


1937 1938 
No. Avg No. Avg. 
Month Billed Bill. Billed Bill 
January 7 $6.51 28 


February 10 5.18 29 6.84 
March _. i 5.42 30 6.58 
April . 13 5.19 32 7.16 
May 13 5.25 33 6.21 
June .. 1 5.76 36 6.23 
uly 16 5.63 37 6.62 
August 
Septembe. 
October 
November 
December . 


Bill $5.91. 
Yearly Average to Date $6.64. 


To assemble this useful table Mr. 
Crane took the bills from the office 
tiles each month, made a record of 
‘he amount paid by each of his cus- 


NDISING 


‘omers in the community, and then 
computed the average monthly bill. 
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This enabled him to be entirely fa- 
miliar with each and every case, so 
when he told his story to prospective 
customers he really knew what he was 
talking about and his selling talk was 
convincing. 

As in the “using the user” cam- 
paigns, each electric range installed in 
the community made one more booster 
for electric cookery and new house 
owners were referred to their neigh- 
bors who were already users. 

Now Mr. Crane is laying the ground 
work for electric water heaters in the 
same way he sold the ranges. The 
seed has been planted. The first water 
heater has been sold, installed, and is 
giving complete satisfaction to its user 
and it will be only a matter of time 
when the water heater will sell itself 
to Mr. and Mrs. Neighbor and so on 
through the village. Then it is Mr. 
Crane’s intention to add the third 
major convenience to these homes 
where all the work is done by the 
housewife—the electric dishwasher. 

This community is, of course, a 
potent market for the dishwasher. 
With the advantage of automatic hot 
water every housewife will be anxious 
to add the dishwasher to her labor- 
saving devices and rid herself of the 
ugly job of dishwashing three times 
a day. Mr. Crane will endeavor to 
show that with the use of this appli- 
ance, not only will the housewife save 
herself labor but will also save on the 
use of hot water since the dishes may 
be washed after two meal’s accumula- 
tion, the dishwasher using less hot 
water for both than is used for one 
meal’s dishes by the old hand and 
dishpan method. 

This community of all electric 
homes will be an ever expanding 
market for all electric appliances as 
the plans call for a total of 250 homes 
and care is taken in selecting the fami- 
lies who buy them, thus insuring con- 
genial neighbors and a strong founda- 
tion for future growth. The commu- 
nity already has a swimming pool and 
the management is making plans for a 
club house. 

The average cost of 
runs about $4,500, 
about five 


these homes 
each house having 
rooms and the average 


family being of four members. Many 
homes, aside from being equipped 


with electric ranges, have electric re- 
frigerators, washing machines, iron- 
ers, and small appliances such as toast- 
ers, percolators, vacuum cleaners, 
irons, and radios. 

And so the seed was planted and 
the trees are bearing fruit. 

Robert A. Matthews, electric sales 
manager of the northern division of 
Jersey Central Power & Light Co., in 
summing up the situation says, “This 
development has, during the last year 
and a half, presented such a beautiful 
picture from the standpoint of electric 
range and refrigerator sales together 
with the fact that the experience of 
the owners of the houses as users of 
our electric service is such that I 
believe that it is an example and a 
proof of the practicability and econ- 
omy of complete electric service.” 
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ERE’S the electric clock that’s the 

talk of the industry! A beautiful 

new electric Big Ben—with a market 

that’s ready-made because the famous 

Big Ben name means top quality to 
millions the world over! 

This sensational new clock has fa- 
mous Big Ben 2-Voice Chime Alarm 
for both light and heavy sleepers— 
pleasing gong alarm starts with a series 
of gentle chime calls—then there’s an 
extra loud call that’s sure to wake the 
heaviest sleeper. New type current in- 
terruption signal that shows “red” only 
when an interruption has lasted longer 
than 2 seconds. Streamline styling with 
lustrous black finish, nickel trim. Stur- 
dily built motor that insures long life. 

Big Ben Electric heads a full line of 
nationally advertised Westclox electric 
models—alarm clocks—wall clocks— 
time clocks, a few of which are shown 
here. Some Westclox electrics are self- 
starting, others are manual starting. 
Some plain dial, others luminous. All 
are made to the Westclox quality ideal. 
Retail prices, $2.50 to $6.95. Westclox, 
La Salle-Peru, Illinois, Division of Gen- 
eral Time Instruments Corporation. 


Order from your Wholesaler 


doles more 


NEW PITTSFIELD ELECTRIC ALARM — 

Self-starting. Handsomely styled in ivory 

finish with gold color trim. New type cur- 

rent signal. Goss 
in tone. Retail........$5.95 


and cheerf 


BACHELOR — Self-starting electric alarm 
with a current interruption signal which 
prevents indication of interruptions of less 
than two seconds. Retail.... 


ORB—Manual starting electric alarm. Black 
with gold colored trim. Two piece mowlees 
case. Unique base. Retail.......... $2.95 


WEESTCOLO X porter priced tom $1251056.95 
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ELECTRICAL DEALERS SAY: 


EDWARDS Chimes 


OF COURSE! 


| | 


BECAUSE 
Your customer wants to select the style best 
suited to the home interior and Edwards 
offers 31 types, from Colonial to lralian, from 
$1.00 to $38.50. 
| BECAUSE 
Edwards means everything in signaling at its 
best not just chimes but the complete sig 


naling line that has been its specialty for 67 
years since 1872. 


BECAUSE 
| Edwards knows the problems of the Electrical 
| Trade, and its distribution policy on chimes is 
| the same as the rest of its line — the same as it 
| | has been for half a century. 
BECAUSE 
| Your wholesaler prefers the complete Edwards 


Line; the architects and builders prefer it; 
everyone knows what is behind it. 


EDWARDS‘ COMPANY 
NORWALK 


CONDITIONING 


ITSELF 


The quickest, easiest way to 
sell electric light bulbs today 
is to tie in with today’s great 
light conditioning campaign 
by selling light conditioning 
in the bulb, itself. That 
means Wabash Superlite 
bulbs! 

These remarkable new 
bulbs change harsh, glary 
light into soft, restful, 100% 
usable light. No alterations 
or installments! No extra 
expense-in-use! It’s real light 
conditioning for the price of 
bulbs alone! No wonder 
Wabash Superlites sell—and 
sell fast! 

Get full details from your 
jobber now, or write Wabash 
Appliance Corp., 219C Car- 
roll Street, Brooklyn, N. Y. 


IN THE 
BULB 


New Super- 
lite bulb has 
gentle, glare- 
free glow to 
the very edge. 


Ordinary Inside 
Frosted bulb has 
harsh filament- 
glare spot. 


THE NEW 


WABASH SUPERLITE 


THE MODERN LIGHT CONDITIONING BULB 
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What Are the Dealer’s Problems 
in Selling Electric Ranges? 


CONTINUED FROM PAGE 3! 


furnished him in return. A “rate 
book” supplied to dealers explains 
power company rates in simple form 
for presentation to customers, suggest- 
ing how knowledge of the lower cost 
through greater use of electricity can 
be used to sell ranges and other 
major equipment. 


An Attractive Business 


From the dealer’s side of the pic- 
ture, it may be said without question 
that he regards range selling as an 
attractive business and would like to 
have more of it. But only a certain 
proportion of the dealers selling ranges 
at present are making money at the 
job. A little simple arithmetic will ex- 
plain why this is so. The power com- 
pany reports that there are 249 deal- 
ers in its territory, 199 of them selling 
major appliances. Of these, 57 are 
department stores or furniture stores 
or chain stores handling other lines 
of merchandise. The remaining 142 
dealers, an unusually large proportion, 
are predominantly electrical outlets 
depending on the sale of appliances 
to make both ends meet. 

The power company also gives the 
figure of about $52 spent last year 
per domestic customer for electrical 
appliances for the home. Dealers did 
better than 80 per cent of this busi- 
There are 50,000 domestic cus- 
tomers. A paper and pencil calcula- 
tion will show that each of 199 major 
outlets had about 250 customers to 
serve and that, on the average, each 
of these customers bought through 
dealer channels $42 worth of appli- 
ances which would have meant a 
little better than $10,000 gross appli- 
ance business for each dealer, if it 
had been evenly divided. Of course 
it wasn’t which explains why some 
dealers did not make enough to pay 
their overhead last year. 

If there is any one to blame for this 
condition, it is the manufacturer. The 
policy of each manufacturer now pro- 
ducing a complete line, and desiring 
an outlet for his goods through a 
dealer in each community is par- 
ticularly hard on a district, such as 
Idaho, which is made up of small 
towns many of which will not support 
more than one dealer. There are 
signs that the wholesalers, recognizing 
the inevitable, are adopting a policy 
of cutting down on the number of 
outlets rather than adding to them. 


ness. 


Repossessions Low 


Aside from this factor and the ac- 
companying stiff price competition 
which goes with it, electric range sell- 
ing in Idaho is a pretty good business. 
Dealers liked it. They felt they knew 
how to handle it. It had few prob- 
lems and very few comebacks. Re- 
possessions are lower than for any 
appliance but water heaters. Electri- 
cal business was down on the average 
in Idaho about 19% last year, but 
ranges on the whole stood up. Dealers 
sold 2,727 ranges in 1938 as against 
1937. Again, this was not 
evenly divided, some dealers doing a 


2,552 in 
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— 
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definitely better range business, sony 
dropping off. Ranges were an in. 
portant item in sales, too, ranking jp 
most cases next to, or even above 
refrigerators in volume. Varioy; 
dealers reported them as representing 
from 10 to 25% of their total sales 
volume. 

There are no insuperable problems 
in range selling. Much of the work 
must be done in the field and moy 
dealers report from two to four owt. 
side men. These salesmen must be 


se is 
bu 
ctric 
mite a 
lecond! 
al 
cial 


date 
ev ca 


condi 

trained in range selling and, mos ad 
Nee 

dealers agree, must have been taught; 

ics. 


how to cook so that they can talk in 
the housewife’s own language. Mani: 
facturers’ courses are good. Custom 
ers, even in a district with saturation 
as high as that of Idaho, must } 


mers 
eth 
vente 


ught 


ad put 
taught the advantages of oven cookery 
and the economical use of surfacefl 
units. Ranges used by schools (rather ae | 


than cooking schools) and follow-y 
in the home after sale are emphasized 
by many. One year free service is 
the rule, though many dealers suppk- 
ment this when they think further fre 
service would make a friend. Most 
dealers do not regard this burden a 
excessive, but at least one man feels 
that this is the straw which breaks th 
camel’s back and that it is an element 
of overhead which the dealer should 
not be called upon to bear. He gav 
his average cost per service call 
about $2 and said that he averaged 
one a year per major appliance. 0 
the whole this was not looked upor 
as a difficulty. 
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re | 
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Trade-ins 


Trade-ins occupy a large part oi 
the picture, as is inevitable where re- 
placement sales are 25 per cent of the 
total. This figure means that 25 per 
cent of the ranges which went on the 
power company’s lines last year were 
reconditioned appliances. There may 
have been more trade-ins than that 
Counting wood and coal stoves taken 
in, a figure of from 50-90 per cent 
would be more accurate. It is at this 
point, of course, that price cutting 
competition is most severe. And yet 
every dealer talked to reported that 
although other dealers cut below rea- 
son, he himself found no difficulty 
in handling his trade-ins. He 
able to recondition them and sell then 
for as much as he allowed for then 

There is a good market for recor 
ditioned ranges in Idaho. The power 
company feels that this is a prope 
part of the picture. With a 53 pet 
cent saturation, there are a certail 
number of ranges each year which 
though still usable, fall below the 
standard of service required by the 
homes where they are installed, and ! 
they are not replaced, open that home 
to a possible loss to some competing 
fuel. On the Idaho lines, they set this 
figure at about 1800, which number 0! 
ranges they feel must be sold; if the 
company is merely to stand still. 

These 1800 replaced ranges, whic! 
may be re-sold at a small figure, pr 
vide entry into lower bracket homes 
carrying with them the initial wiring 
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» That is, a family who can pay 
; for their cooking equipment may 
. a $40 second hand electric and 
+ in $25 worth of wiring. At a 
er time, When they replace this 
oge, the wiring is already there and 
-y can afford to buy a new and 
“ter electric range. That this is the 
se is shown by the record of certain 
burner small and inexpensive 
tric ranges which were sold new 
ite a number of years ago now. 
pconditioned, they sell for about $25. 
ey are just big enough to call for a 
cial wiring job. One of the com- 
ny’s service men got to marking 
date on these ranges every time 
ey came into the company shop for 
onditioning. One of them when 
wcked not long ago bore seventeen 
tes! In other words, seventeen cus- 
mers had cut their electric cooking 
th on this range, so to speak. 
venteen owners in succession had 
ught this range cheap and with it 
id put in electric wiring. Later they 
i traded in the small range and had 
ught larger and better equipment. 
ere is perhaps a lesson here for the 
wnufacturer, as well as the dealer, 
much as it illustrates what a 
rge market there would be for a 
mall range of this type. The dealer, 
‘course, learns the importance of fol- 
ving up his sales of reconditioned 
uipment and capping them later 
th the sale of a new range. 
In this connection it might be men- 
ned that where dealers (such as 
wniture stores or others in small 
mmunities) have no reconditioning 
cilities, the power company has been 
nown to purchase a job lot of trade- 
sata fair figure from such a store, 
ter putting some of them in shape 
mi reselling them to get back the 
ney involved. This is only done 
hen the resale value is there. 


Average Life 


The average life of a range, power 
mpany records show, is about 15 
ars. Dealers report that ranges 
hich come to them as trade-ins aver- 
ge from 6 to 8 years. Of course, the 
ade-in campaigns which were run a 
kw years ago took the worst of the 
dranges off the market. The power 
mpany says that during one year 
i this activity they took in 800 
inges, most of which they junked. 
the total resale value of the lot was 
$1800. 
The entrance of the chain stores 
nto the range selling field is looked 
pon with apprehension by most deal- 
At the present time they are 
‘ry active in selling other lines of 
ajor apliances in Idaho but have 
it especially pushed electric ranges, 
ough they carry them. Both major 
lain outlets, however, announce that 
hey are going more actively into 
inge selling, with field selling and 
gressive prospect follow-up meth- 
They announce an average price 
ot ranges sold last year of $125 and 


128 respectively, which compared not 
Mtavorably with that of the trade 


‘a whole. The chain stores them- 


elves claim that their success is not 


lue primarily to low price, but rather 


'0 persistent field selling and constant 
vllow-up of paid-up contracts on 


ther merchandise. One store which 


sold an astonishing number of re- 
frigerators last year on a flat $20 
trade-in offer, kept a close record of 
its trade-in balance sheet and by sub- 
sequent mark-ups, which allowed for 
trade-ins above the fixed price, were 
able to make up the loss to the point 
where their debit for trade-ins for 
the year was not more than 2.1 per 
cent. 


What It Takes 


“What conditions are necessary be- 
fore a dealer can hope to succeed in 
range selling?” This question was 
asked dealers in Idaho. They agreed 
that there had to be a certain amount 
of public acceptance of electric cook- 
ery and this presupposed presumably 
some form of promotion on the part 
of the power company. Rates must 
be attractive so that electric cooking 
compares favorably in cost with cook- 
ing by other fuels. The average bill 
of a range owner in Idaho is about 
$2.70 monthly. There must be a fair 
competitive policy on the part of the 
power company. And there must be 
not too much competition from other 
dealers. 

When asked what conditions in 
Idaho they would like to see changed, 
some of them suggested that they 
would like to see the power company 
cease selling completely, providing 
they kept up their promotion. Others 
were not so sure this was the answer. 
The power company itself feels that it 
is carrying out the best form of pro- 
motion through selling. Certain deal- 
ers felt that there should be some 
curb on chain stores. All would like 
to see fewer outlets, providing they 
themselves were among the survivors. 


Sam's On the Air 


Sales dramatist “Sam" Vining of 
Westinghouse is taking the leading 
tole in what is believed to be the 
country's first regular sales school 
conducted via radio. In addition to 
presenting his well known "Slants" 
the “Red Suspender Philosopher" of 
the electric appliance industry also 
tells Westinghouse dealers and sales- 
men how to tie in with the company's 
current promotion, sales, and adver- 
tising. 
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Get Your Share of this profitable 
VIKING ATTIC FAN decsincss 


When Spring sales curves of electrical appliances start on 
the down-grade, VIKING can come to your rescue with its 


fast-selling line of streamlined attic fans. 
Backed by VIKING’S reputation and sup- 


por! 


Promotion material for dealers, it will 
build a new profit peak for you, just 
when you need it most. 


ed by powerful sales-producing 


VIKING has always led the field. Through its engineering and re- 
search laboratories it has pioneered many new developments now 
standard throughout the industry. Viking leadership can also mean 
leadership for you. 


1939 VIKING 


| 
| 
| 


values in merchandise 


Whether you sell Viking Fans, some other make—or even 
none at all, you will find this manual indispensable as a 
source of ready, authentic information on home cooling. 


Write for your copy today. 
Ask for Bulletin 112E. 


VIKING AIR CONDITIONING CORPORATION 
Main & Center Sts. Cleveland, Ohio 


ATTIC FAN MANUAL 


Yours for 
In keeping with its policy of 
offering dealers “extra plus” 


and 


sales helps, Viking presents 
its 1939 Attic Fan Dealer 
Manual. Contains all the facts 
on home cooling with Attic 
Ventilation — colorfully illus- 
trated with charts and photo- 
graphs, and a complete sales 
story to help close prospects. 
Be sure to order your copy 
while limited quantity lasts. 


CON 
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CHROMALOX 


Super-Speed 
ELECTRIC RANGE UNITS 


“Yes, Madam, this range has Chro- 
malox units’—then the way is open 
to the stating of feature after feature 
until you’ve built up a sales story to 
which there is only one conclusion 
if your prospect is actually in the 


market. 
a Check these points over now: The 
“two-units-in-one”’ feature, which 


gives selective heating area, thus sav- 
... The flat-top feature, 
which gives faster cooking because it 


ing current 


transmits heat as a flat-iron does, with 
all-over contact. . . . The easy clean- 
ing feature, also resulting from the 


. The long life 
resulting from Chromalox 


smooth, flat top. . . 
feature, 


sturdiness and protected construction. 


Those are some of the high-lights 
that are selling Chromalox-equipped 
ranges everywhere. There are many 
more, every one a trump card from 
the user’s standpoint as well as from 
that of the dealer, utility, and range 


builder. 


Mail with your business letterhead 
EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 
Send me the “"CHROMALOX PLAN” book. 


Neme 


Position 
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The Case for the 
Appliance Salesman 
ees CONTINUED FROM PAGE 17 cece 


precision of grinding gears, so no one, 
untrained in proper of 
grinding sales should be hired. We 
salesmen must know our stuff and be 
proficient. But when we are and can 
prove it, we are as worthy of a stand- 
ard wage as any skilled worker in a 
factory. 

In the expansive markets of 
past, public demand could be 
stirred voluntarily to buy, to 


persuasion 


the 


cienly 
throw enough traffic into the store, or 
to permit us to run into a sufficient 
ratio of on the street to 
make selling easy. But now we must 
go out and really sell. The old days 
might be looked upon as soft, com- 
pared to the existing situation of a 
market. 
now, if we can be provided that free- 


prospects 


buyer's 


suff- | 


But they are soft | 


dom of worry as to minimum earning | 


power essential to our living require- 
ments. 

will admit 
compensation 


certainly that such 
arrangements, 
guaranteed over the year, should be 


minimum, providing appliance sales- 


men only with subsistence, because 
we need the initiative of a bonus 
award to spur us to greater sales 


We are not a class that 
expects a greater hourly wage for less 


productivity. 


steadily | 


| 


effort. But we do want to feel free 
as to bread and _ butter, shelter and | 
clothing. From there on out, it is | 
our selling talent that will win for | 
us the good things of life. Too many | 
salesmen in the past after a_ fe 
months in the big money, 


lazy. So it is mimimum guaranteed 


subsistence am talking about. 
yond that, if we are so foolish as to 
earn so much as to lazy us up, we 
ought to be fired. 


What's the Answer? 


No one knows the answer to this W hat Kinds Are Available—W hat Makes Them Ry 


[ have talked 
with manufacturers, distributors, mer- 
chants and salesmen in 12 important 
spots of the country since the turn of 
the year. 


compensation problem. 


I have interviewed depart- 


ment store merchandise managers. 
Well, a lot of chinning has been 
going on. All recognize the problem. 


None agree as to the solution. My 
that wants to 
stand pat, and not upset the apple- 
cart. Yet the salesman, often discour- 


feeling is everyone 


aged, loving the appliance business, is 
individually powerless to do anything 


to correct his own economic circum- 


| stance, and is getting so damned sick 


| 


of being ribbed, that his attention is 
given more to the of some 
other job than to the selling of mer- 
chandise. 

Picture a typical appliance sales- 
man. Better than 85 per cent of them 
are married. The average has two 
children, a wife, and one dependent 
otherwise (based upon my country- 
wise researches). He faces the week’s 
work with the fact that it will cost 
him at least $25 to survive with the 


search 


became | Just Published 


mere necessities. And he is expected 


the New CURTIS 


Store ana Office Cooler 
G new Money- Maher for you! 


T= new Store and Office Cooler 

is the latest addition to the Curtis 
line of air conditioning and refriger- 
ation equipment. It is a complete 
packaged air conditioning unit; 
factory designed and engineered it 
cools, dehumidifies, circulates and 
filters the air and is also adaptable 
for heating. 

The new Curtis Store and Office 
Cooler is semi-portable, requiring 
only water and electrical connec- 
tions. It makes economical, depend- 

_ able cooling available for all types 
of business; particularly well adapt- 
ed to restaurants, women’s apparel 
shops, drug stores, shoe stores, 
men’s furnishings, beauty and bar- 
ber shops, offices and banks. 

Available in 3 and 5 ton sizes, 
this handsome store and office 
cooler gives you a new opportunity 
for greater sales and profits. Eighty- 
five years of Curtis experience and 
Curtis engineering assure user sat- 


{ 


isfaction and freedom from service 
expense. 

It will pay you to get full details 
from Curtis today. 


Curtis Refrigerating Machine Co. 


Division of Curtis Manufacturing Co. 


1975 Kienlen Ave. St. Louis, Mo. 


“Builders of Condensing 
Units Since 1922” 


FRACTIONAL HORSEPOWER 
ELECTRIC MOTORS 


and What They Will Do—How to Repair, 
Rewind, and Reconnect Them 


By CYRIL G. VEINOTT 


Design Engineer, Small Motor Engineering Dep't 
Westinghouse Electric & Manufacturing Co. 


431 pages, 314 illustrations, 22 tables, $3.50 


ERE is a practical manual to help you get better service 

from your small motors. Covers principles of operation, 
characteristics, construction, and winding arrangements em- 
ployed in principal types of fractional horsepower motors in 
use today. Shows how to take performance tests; how to 
find types and horsepower rating of motor required to d-‘ve 
a motor-operated appliance: how to repair and rewind motors, 
etc. 


SEE IT 10 DAYS — MAIL THE COUPON 


McGraw-Hill Book Co., 330 W. 42nd St., New York 


end me Veinott—Fractional Horsepower Motors for 10 days’ examination on , 
epproval. In 10 days I will send $3.50, plus few cents . or return book 

oostpaid. (We pay postage on orders accompanied by remittance.) 


(Books sent on approval in U. S. and Canada only.) 
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simple device 


helps sell ranges 


Because this latest invention by Hart 
Manufacturing Company, master switch 
builders for past 40 years, enables cook 
to regulate oven temperature as never 
before, it is rapidly becoming standard 
equipment on quality ranges. 


If your electric ranges are coming 


through without “Diamond H” combina- 


tion switch and thermostat, ask your 

manufacturer why, as it costs no more 

than old-fashioned, less efficient types. 
“Diamond H" heater switches 


are made for every possible 
type of circuit. 


THE HART MANUFACTURING CO. 


HARTFORD, CONN. 


SPEED 
LECTRIC 
AFETY 
RAZOR $10 


¢ maintained under fair 
ude acts. 


Them Ru 


pair, 


The CASCO “75” Electric Safety 
Razor is the simplest form of elec- 
tric shaver. A powerful, brush-type 
motor drives the shearing blades 
at tremendous speed against a cir- 
cular, slotted head. All around this 
head is a comb-like safety guard 
that protects the skin and picks up 
long hair as well as stubble. Each 
individual hair and whisker is 
sheared off close and quickly. 


NAL 
OWER 
RIC 


ANDISING 


In the shearing head of the CASCO “75” 
are two blades, revolving at a terrific 
speed. They move so fast that every indi- 
vidual hair, as it is guided through the 
safety slots, is sheared off clean and 
positively. These revolving blades cover 
more than a tenth of a mile every minute 
—about 80 times as fast—compared with 
the shearing head of the ordinary electric 
shaver. 


The slotted safety guard on the shearing 
head protects the tenderest skin against 
pinching or “burning”. Yet it allows long 
hair as well as stubble to be fed into the 
shearing chamber and cut off clean. 


This is the Razor you will want to feature 
for this year’s sales and profits. It's 
guaranteed. Ask your jobber for sample 
order now. Start building a _ profitable 
Razor business with CASCO “75”. 


Free displays, window streamers and folders help you make steady profits. 


ISCO PRODUCTS CORP... . Bridgeport, Conn. 
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to sell a higher standard of living 
which he must believe in and want 
as much as anyone else. 
emotional creature, for selling requires 
that. He does business with his head 
and heart. Encouraged and _ free 
from worry, his sales story glows per- 
suasively. But discouraged, his sell- 
ing argument lacks ring. He is as 
flat as a pancake. He worries con- 
stantly about the lack of minimum 
compensation that will free his mind 
of the necessities of subsistence. So 
does his wife who is constantly bawl- 
ing him out for not earning more. 
And to get some surcease from care, 
he buys a newspaper, for it is cheaper 
than a movie, and finds therein 82 per 
cent of the headlines are negative, 
fearful, scare-heads. So at nine in 
the morning he meets his first pros- 
pect with that sort of mindedness. 
And all through the day, failure after 
failure to close creeps on. No com- 
pensation. Another 
“Well, I'm going to get into some- 
thing else” runs through his mind. 
All because of the lack of a just and 
minimum compensation plan. That is 
what went on last year. The indus- 
try had better wake up. 

These retail salesmen control ap- 
pliance volume. No manufacturer or 
distributor can do without them. 
Rather than the attempt to force vol- 
ume by lowering prices, it is far 
smarter to stabilize at those levels that 
will provide the merchant with the 
assured ability to guarantee minimum 
subsistence to his men. 


Sam Klinton’s Case 


Arguing from the particular to the 
general, I ran into Sam Klinton whom 
I have known to be an able salesman. 
He was down at the mouth. Plenty 
discouraged, he poured out his 
troubles to me. Said I, “Sam, I 
want you to make a test for me for a 
month. God knows I’m not wealthy, 
but I’ll loan you a hundred dollars 
which will take care of the rent and 
food bills, if you will go out encour- 
aged to see more people. I will ex- 
pect you to see twice as many as you 
have. I will expect you to ask them 
to buy. Let’s see what will happen.” 
He took me up and trebled his sales, 
paid me back the loan, made $234.50; 
biggest month he had had for a 
coupla’ years. That is what mini- 
mum compensation can do. It is a 
good investment. 

We are making a survey, but the 
facts aren’t in yet, among salesmen 
throughout the country. I would ap- 
preciate the opinions of you boys on 
this important subject. You know 
that I am constantly working to be 
of help to you. Now work with me 
to help yourselves out by writing me 
of your angles on this compensation 
problem. What is your situation? 
What is your idea of a compensation 
plan? What is required by you to 
give minimum subsistence to your 
family? How do you believe the 
matter can be solved with fairness 
to all? 

Write me at the Knickerbocker 
Hotel, Chicago, and next month T 
will give you the digest of all opinions. 
Permit me to quote you in next 
month’s article on this all-important 
question. 


bawling out. | 


He is an | 


Electric Teakettle 


by ELECTROMASTER! 


It's Automatic— 
and Foolproof! 


SHOW IT — and 
Watch Your Cus- 
tomers Go for It! 


Here's why: 


1. STARTLING NEW, PATENTED 
SAFETY FEATURE. When water 
gets low, this Electromaster Tea- 
kettle can’t “burn out”. It auto- 
matically kicks off its plug! 


2. And what a demonstration that 
makes for you! Also an interest- 
compelling display. Nothing like 
this safety Feature ever seen in any 
appliance! 


3. IT’S PRICED RIGHT. The $6.95 
List is attractive to the consumer, 
gives a worth-while profit to you. 


4. FOR DOUBLE-QUICK WATER 
HEATING—put this teakettle on 
any Electric Range Surface Unit, 
turn both on. . . Think what this 
tie-up can do to help sell your 
ranges! 


5. The Automatic Teakettle is the 
next Small Appliance in the path 
of Consumer Demand. Display this 
remarkable new Electromaster 
product now; start going places 
with it! 


WRITE TODAY 


to the builders of Electromaster 
Ranges for Teakettie discounts and 
for the FREE PLAN BOOK— 
all about building profits with 


AUTOMATIC ELECTRIC TEAKETTLE 
PROMOTIONS. .. . Here's a 
convenient coupon: 


ELECTROMASTER, INC. 
1805 E. Atwater, Detroit, Mich. 


Send Discounts, Literature, Photo of Dis- 
play, and PROMOTION PLAN BOOK to 


ELECTROMASTER INC. 
Builders of ELECTROMASTER Electric Ranges 
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SEARCHLIGHT 
S 3 C T O N “OPPORTUNITIES” 


SALES EMPLOYMENT 
RATE: 


WHERE TO BUY 


Parts, Services & Accessories BUSINESS—MERCHANDISE 


15 CENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS 


UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 


DISPLAYED RATE: 


Contract 


charge $4.00. (First line in small black $11.00 per inch per insertion. ~3 
face type.) Fractions of a line count rate on request. nS advertising Ld . SELLIN ‘ 

as a line. Discount of 10% if full pay- measured vertically %” on one co F Sal U ed T le G 

ment is made in advance for 4 con- here are 4 columns—48 inches to a or e Ss ral rs i 
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OFFERED—WANTED 


Selling Agencies—Sales Executives 
jesmen—Additional Lines 


N vacuum or hydraulic brakes, 
a \ PROFITS electric fan, shades, window OPPORTUNITY OFFERED 
screens, screened skylight-venti- SALESMAN—aggressive having good 
| I a with lators, special heating and light- nalté,t@ sell national brand flashlights 
atteries to jobbers and chains. State » 
ing, complete with Ford V-8 tory, type twade, number lines now hand 


SAFE 
HANDLING 


power cars. Originally con- Commission basis. 

532, Electrical Merchandising, 
structed and used for commer- Bt Neo Tak. NY. 
cial exhibits. 

Ideal for business, ample room 
for merchandise display. Forward 

out. Made in convenient sizes. Write compartment your salesroom or 
for details and prices. 


“office.” Easily convertible for 
ORANGEVILLE Caan camping. Reasonably priced. 


Replies confidential, ¢ 
330 W. 


OPPORTUNITY WANTED 


Handle your refrigerators, ranges, 
radios, kitchen cabinets with 
ORANGEVILLE fully rubber up- 
holstered trucks. The only truck with 


patented quick change ratchet nose. 
Completely rubber upholstered through- 


WANTED agency on Electrical supplies, 
pliance—apparatus; over twenty years 


perience in buying, selling, in Ne ow Y 
ORANGEVILLE MFG. co. (Columbia Co.) PENNA. W rite today for full information. City for chain betes. 
Manufacturers complete line of Floor Trucks = erchandising 
SINGER SEWING MACHINE CO. York, N. ¥. 


PADS, COVERS AND BAGS Singer Building, 149 Broadway = 


New York, N. Y. 
All Types FOR SALE 
Electric mangle pads and covers. Washing 
L/ ot pal machine covers, electric heating pads, vac- Rebuilt Vacuum Cleaners 
uum cleaner bags—all types. Ohio Textile ’ Rebuilt like new. with new ba ; 
Specialty ¢ W. 54 Street. Cleveland, Ohio. Here BUY wheels, brushes, complete motor overhs 
NEW TIME SWITCHES for Auto- exceptionally low prices. Handel 
meek — — matic Refrigerator Defrost- Cleaner Supply Co., 1036 Broadway, Brod 
Copy must be received by the 3lst of the ers, Oil-Burner Shut-Off lyn, N. Y. 
month to appear in the issue out the follow- a . 
REFR CERATORS ing month CLOCK MOTORS — Hayden, 0 
110 v.—60 cy. self-starting. Many uses A PROFITABLE appliance business j: f 
and BARGES Ne. 102 BALANCE TRUCK Wire or Write FS-531. El. Merchandising live city. Good reason for selling. Lam{ 
“tt Lifts and KJ 330 W. 42nd St., New York City dress Box 303, Morris, Illinois. hund 
Carries the Load’ and ul 
ae WRITE FOR OUR NEW 


Handles Rebrgeretors 
No. 8 NO-LIFT 

Showroom Dolly, | 
for Rebrigereters G Ranges 
No 5 PADDED COVERS 
for the of cabinets 
Heevy Brown Duck. quilted 5” 
with theck lever of cotter 
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E CONFIDENTIAL 


Single phase motors up to 2-H.P. 
ROYAL ELECTRIC CO. 
35 Leighton Ave. Youngstown, O. for ANY peenatiion or Trade Mark 


to al 


116 PAGE CATALOG 


of 
WASHING MACHINE AND 
VACUUM CLEANER PARTS 


The Only Complete Catalog of Its Kind in 

the Country, Can Be Used as a Service 

and Counter Guide With Retail Prices. 

Dealers net prices on back pag 

Eatablished 10 Years. Reputation for Quality 
and Service 


MIDWEST APPLIANCE PARTS CO. 
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aca p pot of $100. This party at Clef 
for selling. ag™camp cost $4.78 per unit sold. Six 
undred units were sold by dealers 
UREDEAS luring this contest. 
Next came a gridiron sales contest 
from September 1 to 30. Broken into 
periods, the first six sales brought 
ensiners| eee Salesman 2 ducats to the Purdue- 
Minnesota football game. Twenty- 
four sales got a salesman free tickets 
to all the big games in which Minne- 
wta played. It went over so well 
that Northern States Power Company 
had to buy $500 worth of tickets to 


ds searched 
rade Mark 


62 feray off approximately 200 winners. 
61 Letters to the wives, it was discovered, 
vinator got all the action as they wanted to 
36 the games themselves. This 
sold for the territory 386 
Nt Ge ranges and 203 water heaters. With 
51 a total quota for both of 490, and 
22 fgsles amounting to 589, this was 17 
a per cent over quota. 
Co 90 A feast-and-famine contest from 
9 November 15 to December 15 wound 
re up the year. The idea was to make 
Corp. 34 ules § diate  installati 
ale or immediate installation. 
a Northern States Power had quit ac- 
67 cepting future orders by now). A 
84 juota of five units was set for Min- 
84 neapolis and as prizes men were given 
90 Christmas turkeys. For 
90 iybody doubling his quota a prize 
90 
ann msisting of a turkey plus all the 
68 accessories for a Christmas dinner 
. was offered. Over 350 units were 
io Id by dealers in this contest. 
eneral “ Dealers Outsell Utility 
56 HEN 1938 ended this astonish- 
t Ap- ing fact stood forth: 
sees © Dealers had sold 2,965 ranges for 
a ro the year as compared to 2,961 placed 
is 86 by Northern States Power Company 
salesmen. The tail was beginning to 
me wag the dog! Dealers also sold 
1645 water heaters compared to 
a sold by Northern States Power 
88 mipany men. 


Plenty of credit must go to Val 


The Range Baby Stands 


CONTINUED FROM PAGE |! 


“Punchy"” Hagen was a one-man team—six range sales a day was his record 


Thorsen, Ethel Stark and the home 
service girls of the Northern States 
Power Company. 

“We always get women to come up 
and play with the switches,” Val 
Thorsen told Electrical Merchandts- 
ing. “They like the crisp way in 
which the power is turned on and 
off. We get them to put their fingers 
on the coils and start the range, to 
get an idea of how quickly the ele- 
ments heat. We demonstrate by mak- 
ing pie charts with our hands how the 
five heating speeds work. We show | 
them that nothing will boil dry. We 
demonstrate how in broiling there is 
no flame to snap at the broiling meat 
and burn the goodness out of it. We 
hammer away on what a time-saver 
the range is, and this means a lot 
among the poorer classes where 
women frequently have jobs to aid 
the family income.” 

“The worst battle we have to fight,” 
Val Thorsen declares, “is the tend- 
ency of salesmen to sell cheap models. 
We demonstrate to our prospects with 
deluxe models and here the salesmen 
hand out, in many cases, the cheapest 
models they can sell. In a market 
which is buying an idea, and not 
shopping around on price, I think 
this is a mistake.” 

One wiring feature employed by the 
Northern States Power Company is 
called portable wiring. Nevertheless, 
Ted Losby turns thumbs down on trial 
installations. Electrical cooking is 
too far along to have to prove itself, 
he says. A trial merely means a poor 
job of selling. 

For 1939 Northern States Power 
Company has set up a bogey of 3500 
ranges for its dealers to sell, and 2000 
water heaters. And armed with no 
more advantages than other cities en- 
joy save some snappy contests and a 
red-hot home service department, The- 
odore L. Losby looks forward to see- 


ing his dealers make it. 
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New! 


Eliminates 


Tangled Cords 


Sells on Sight 


Here’s an item every home needs. It prevents tangling of cords, tripping 
over cords and jerking plugs from sockets. It eliminates electrical hazards 
and makes cleaning easier. Easy to use and inexpensive, it is a rapid moving 
counter item. Colorful dispenser display of six takes up but one foot of 
counter space. 


THIS 


Feature for Easter! 


HANKSCRAFT EGG COOKER 


Easter, Eggs and Hankscraft Egg Cookers make 
an unbeatable merchandising combination. Fea- 
ture a display of egg cookers and service sets 
in your window and on your counters during 


the Easter season. Order from your jobber now. 
Model No. 794-B 


The HANKSCRAFT COMPANY, Madison, Wis. 


LOOK FOR 


rt MADE BY DRIVER-HARRIS 


1F iT HARRISON, WN. 


ing Alloy 


The original heat-resist 
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atch the 
LP omen’s Magazines 


Every month the national women’s magazines carry articles 


on some phase of home electrification, 


lighting, wiring and 


appliances. These articles are expertly written and illustrated 


attractively. 


Women in your community are reading them and 


smart merchandisers are putting them to work—in their win- 
dows, in their stores and in letters to their prospects. 

To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 


ceeding month's issues of 


the leading women’s magazines. 


Thus, in the April issues of the magazines, there will be the 


following material: 


Woman's Home Companion 


When Ada Bessie Swann, Director 
of the Companion Home Service Cen- 
ter, was chosen Kitchen Consultant 
for the Town of Tomorrow of New 
York World's Fair, she sent a kitchen 
questionnaire to her Reader-Editors. 
Armed with 1500 replies, she set to 
work planning various types of kitch- 
ens. In the April issue she describes 
the one planned for House Number 
three. 

“Press While You Wait” by Ger- 
trude L. Smith, is another article in 
the same issue which tells of the many 
advantages in having one of the new 
electric steam irons handy for emer- 
gency pressing during the season of 
spring showers. 


McCall’s Magazine 


Dealers planning to tie in with the 
Modern Kitchen Bureau's 3 year na- 
tional promotion on roasters will find 
some helpful suggestions in the article 
in McCall's April issue, “4 Entertain- 
ing Ideas” by Kathleen Robertson 
with the help of Winifred Reutershan 


of the Central Hudson Gas & Elec- 
tric Corporation. 
Another article in the same issue— 


“Here’s How We Wash Them” by 
Elizabeth Korthauer, shows how wash- 
ers, irons and ironers can be used in 
spring cleaning, with illustrated in- 
structions on how to get best results 
in washing and ironing blankets, cur- 
tains, slip covers and certain kinds of 
rugs. 


Good Housekeeping 


Ever since 1921 the testing of re- 
frigerators at Good Housekeeping In- 
stitute has been done under the super- 
vision of Arthur J. Donniez, research 
engineer on the Institute’s staff. In 
the April issue of Good Housekeeping, 
Mr. Donniez draws upon his_ testing 
records, past and present, in his ar- 
ticle “Refrigerator Ruminations.” In 
this article he compares automatic re- 
frigerators of the past with the tre- 
mendous changes and improvements 
made in recent years. He also describes 
important features of 1939 models. 

In the same issue of Good House- 
keeping, “Dinners in Half an Hour,” 
by Helen Ridley and Julia Hoover, 
has a title that seems too good to be 
true. But as its authors emphasize it 
can be done, if you have a good range 
and a good refrigerator, and learn how 
to make them good working partners. 


“My wife did it with the Waffle Iron” 
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The Merchandising Month 8y Moffatt... 
What are the Dealers’ Problems in Selling —_ 


By Clotilde Grunsky. . 


Out in Idaho they have a range saturation of 56 per cent, the power 
company merchandises and yet the dealers sell the majority of the 
ranges sold. What happens when a strong dealer group function. 


Allowances Invade the Range Business 
By Laurence Wray. . 


In Western Massachusetts and Hartford, Conn., range business is 
flourishing but trade-in allowances, courtesy discounts and sales- 
men's compensation present problems which have yet to be solved. 


The Range Baby Stands Alone 8y Tom F. Blackburn... 


Range Satura- 
tion in Typical Territories .. 
Some figures that throw a new light on the range business. 


Kitchen System 


“My kitchen is like a fectory” says “Vivien ‘Kellems, 
and these three pages of pictures would seem to prove it. A must 
for kitchen designers. 


The Case for the Appliance Salesman 
By Gerald E. Stedman. . 


In our February issue, Mr. Stedman wrote under the title “The Sales- 
man Must be Paid". Here he goes further into the economics of 
giving the man on the firing line a decent living wage. 


The Facts on Baking with an Electric Range... 
A School of Living bulletin review of interest to the range industry. 


How to Start an All-Electric Community . 


New real estate developments need cultivating to get them to go 
electric. 


Selling Between the Highlines ............. 


There's plenty of gas-engine washer business to be had—REA or no 
REA and the writer takes you out into the back country to prove it. 


Sales Slants on a New Appliance 


Are you selling inter-communicating systems? Read this article. 


"Air Conditioning" in the Desert Country.......... 


The evaporative cooler business is picking up—here's a report on a 
new developing in this popular type of desert cooling. 


How to Put on a Cooking Demonstration... 
The Portland General Electric Company's method is a good example. 


The Statistical Barometer 8y Marguerite Cook. . 
News—People, Products, Plans .. 

The Product Parade 8y Anno A. Noone. . 
Letters .. 


Note on Cover: The charming 
young lady on our cover was 
posed by Miss ag | Pierce, 
daughter of W. 
Pierce, veteran sales mm 
on electric Hot- 

hoto by Dave 
N. Times Studios. 


ANNA A. NOONE, Home Appliance Editor 
MARGUERITE COOK, Market Anaiys' 
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